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‘\Rough Proofs 


This advice of the Ford Motor | 
Company, published at the be-| 
ginning of the coal strike, is still 
good if you can follow it: “Get out | 
your overcoat, fill up the coal | 
bin.” 
= ive > 
The objective of the proposed | 
advertising campaign of the new 
Jewelry Industry Council is to| 
help hold wartime gains. Why 
not just remind all those wartime 
romancers of their anniversaries? 
eS ee 
With candy bars, soft drinks, 
chewing gum and other necessi- 
ties of life rapidly rising, a nickel 
has become just small change even 
to the small fry. 


7+ FY FF 

A pathetic report from Wash- 
ington indicates that the OPA has 
had a much easier time placing 
released stenographers than the 
economists. Could it have any- 
thing to do with OPA’s brand of | 
economics? 
7S ww | 
Gladys the beautiful reception- 
ist says she sees business men are 
being advised to maintain a liquid 
position, but what if their doctors 
aave told them to stay off the 
stuff? 

a. «+ * 

Glenn Gardiner says that unions 
and their representatives must be | 
treated with the respect they de- | 
serve. That sounds too much like 
-greeing to pay a fellow just what 
ne’s worth. 


7 | 
Successful Farming tells the 
story of the Home State Bank of 
Jefferson, Ia., which lends pure- 
bred dairy bulls to farmers, and 
identifies the accounting classifica- 
tion as “Bulls Receivable.” 


7 ¥ 
“Make weather pay,’ advises 
the American Retail Federation, 
which has been watching sales 
figures on umbrellas, overshoes, 
skis, black cows and Florida sun- 
shine, 
, ) 
The number of grocery stores 
stocking drug items, A. C. Nielsen | 


reports, has increased 8% in the 
past two years. And the number 
of luncheonettes in drug stores 


hasn’t been going down, either. 
7, Vw 

The Lone Ranger, AA reports, 
ranks twenty-fifth in size of audi- 
ence, but delivers the highest 
number of listeners per dollar of 
e:penditure. 

Hi yo, Silver! 


~~ + 
‘Give experience and income | 
ired,” suggests a trade associa- | 


1 advertising for an executive. | 
}o you mean desired or ex-| 
‘ted? 


vvry 

-arents’ Magazine, its daddy, | 

:-Orge Hecht, reports, has aided | 

» the rearing of 10,000,000 chil- | 
n. Too bad it didn’t arrive in 
e to help the old woman who 
‘d in a shoe. 


- 2 
Agencies must cut free service, | 
ir A’s told.” 
Sven 15% doesn’t seem to be as | 
as it used to. 
Copy Cus. 
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Link 
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FIGHTING FLYING FEAR—Link Avia- 
tion, Inc., Binghamton, N. Y., maker of 
the Link trainer that provides flight 
training on the ground under simulated 
weather conditions, has started a cam- 
paign in Time, only, to “air-condition” 
America by reducing fear of flight. 
Sweetser, Byrne & Harrington, New 
York, is the agency. 


Package Industry 
Sees Peak Demand 
Despite Cost Rise 


CuicAGo—Despite increased costs 
of production and _ scarcities of 
vital materials, probably the most 
colorful and_ diversified retail 


|packaging that U. S. consumers | 
have ever seen will boost impulse | 


buying to new peaks. 

Such was the opinion expressed 
by members of the packaging in- 
dustry at the eighth annual meet- 
ing of the Packaging Institute here 


|Nov. 25-26. 


Whether materials used _ for 
packaging be paperboard, plastics 
or metal foil, there is an unprece- 
dented demand for new package 
designs and more colorful pack- 
ages. 

Walton D. Lynch, vice-president 
of National Folding Box Com- 
pany, New York, and president of 
institute, declared that Na- 
tional’s production and art depart- 


‘ments are being swamped with 


demands for new designs in paper 
boxes. 


Gloss, Color in Demand 


There is a growing demand, he 
said for high gloss paper boxes, 


He predicted 
revolutionary 


color. 
termed 


printed in 
what he 


changes in packaging of women’s 
and 


hosiery, cigaret packaging 
bottle containers, as well as in nu- 
(Continued on Page 65) 


Kid ‘ern off the 


airwaves? Read ‘Voice’ 
Other 


letter, Page 58. 
features this week: 


Taber Crusade 
Threatens U. S. 
“Press Agentry’ 


| Where Economy Ax 
Is to Fall Is Still 


Uncertain, However 


By STANLEY E. COHEN 


WASHINGTON—One minor cru- 
sade that will be watched with in- 
terest when the new Congress as- 
sembles will be the efforts of Rep. 
John Taber, chairman-elect of the 


House appropriations committee, 
to wipe out government press 
| agentry. 


It is not officially known how 
many people on the federal pay- 
roll are doing “public relations” 
work, because many of them are 
hidden under  innocent-sounding 
Civil Service classification titles. 

Though the Byrd economy com- 
mittee estimates that more than 
45,000 devote all or part of their 
time to “educational, promotional, 
informational and publicity” ac- 
tivities, such a figure would in- 
clude many part-timers and cler- 
ical help. 

Since even Rep. Taber agrees 
that the government must make 
“legitimate” announcements, it 
will be interesting to see whether 
he can devise a dependable for- 
mula for separating “information” 
from “publicity.” 


FCC on List? 


The sincerity of his intention 
will be questioned, particularly 
when he passes over some of the 
obvious offenders to pounce upon 
agencies like the Federal Power 
Commission or the Federal Com- 
munications Commission. 

For example, while nearly a 
hundred persons, all told, are do- 
ing information work for 
housing program, FCC has only 
five individuals in its information 
office. Except for texts of speeches 
by the commissioners, and statis- 

(Continued on Page 66) 


the | 


Bituminous Coal Institute 
Maps Five-Part Drive 


fic of 


\. Brand-new! Amazing! 
s) Preverits garbage odors ! 


© tae ot bang tet nine? A rund ew emia mde 
prevent gertage ators CARBEX 


+ th nce + enemes mom 


TESTS DEODORIZER — The Drackett 
Co., Cincinnati, used this 600-line news- 
paper ad in Miami, Jacksonville and 
Tampa, Fla., and Houston and New 
Orleans as the start of a test drive io 
introduce Garbex, which eliminates 
garbage odors. A national campaign is 
planned for next spring. Young & 
Rubicam is the agency. 


Butter Makers 
Urged to Improve 
Quality, Advertise 


Cuicaco—Production and con- 
sumption of butter have declined 
35% in the U. S. in the past 12 
years, largely because processors 
failed to improve the quality of 
the product and because both they 
‘and retailers under-advertise but- 
ter. 


irent butter shortage, were poinied 
out as the chief reasons for the 
decline in butter production in re- 
;cent years, by speakers at ‘1e an- 
| (Continued on Page 67) 


Last Minute News Flashes 


Stetson Hat Plans Big Spring Drive 

PHILADELPHIA—The John B. Stetson Company will use more space 
than ever before in its history next spring, breaking nine full-color 
pages in Life on a schedule starting Feb. 17 and continuing through 


May 26. Spring copy, continuing 


Occasion,” will include promotion for the new Stetson 


hat. 
color page in last week’s Collier’s. 
the agency. 


Stetson’s theme of “Right for the 
plastic felt 


Introductory copy for this new headgear appeared in a full- 


Kenyon & Eckhardt, New York, is 


Sunbeam Shavemaster Pushes New Model 


CuicAco—Sunbeam Corporation 


broke a four-color spread in the 


Nov. 30 Saturday Evening Post and will follow up with a color page 


in the Dec. 2 Life on behalf of its new model Shavemaster, 
vigorously the story that the enlar 
ates more efficiently than any multi-head shaver. 


will be held up until 
Perrin-Paus, here, is the agency. 


plugging 
ged single-head Shavemaster oper- 
Further promotion 


1947, when supply catches up with demand 


Victor Adding Machine Appoints Shaw-LeVally 


advertising, as well as that of its 


A gy SER Back aa | Cuicaco—Victor Adding Machine Company has appointed Shaw- 
Department Store Sales 60 | LeVally, Inc., to handle its advertising. Plans for a new campaign are 
| Editorials 12| now being formulated. 

| 49 , — , 

er aiid 14, Tatham-Laird Gets Majestic Radio, Record Accounts 
Information for Advertisers 12, CHrcaco — Majestic Radio & Television Corporation has appointed 
In Washington ; “ Tatham-Laird, Inc., to handle its 

oc 69 | wholly-owned subsidiary, Majestic Records, Inc. 

ae word | (Additional News Flashes on Page 71) 


These facts, rather than the cur- 


Industry Research 
Features Ad Series 
in Magazines 


WASHINGTON—In the face of 
speculation that coal will be super- 
seded by oil, natural gas or atomic 
energy, Bituminous Coal Institute 
is sharpening up its magazine ad- 
|vertising for 1947 with news of 
| industry research to keep coal “the 
fuel of the future.” 

First of these general ads, 
breaking in Business Week, Iron 
Age, Newsweek and U. S. News 
'in November, and Pathfinder and 
Time in December, tells of a coal 
'saving device which enables loco- 
motives “to eat their own smoke.” 

| “In recent years, many millions 
of dollars have been spent by coal 
operators for research in order to 
discover and devise ever-new and 
improved ways to get the greatest 
possible use out of coal—with the 
least cost,” the ads report. 


Will Benefit All 


_ “Research projects now at the 
|point of fruition, or well under 
| way, include improved methods 
_and new equipment that will bene- 
fit not only the railroad man, the 
manufacturer, the farmer and the 
home owner—but every living 
person in America.” 

“Thus coal, ‘The Rock of Ages,’ 
becomes also the fuel of the future 
—thanks to the enterprise of mod- 
ern and progressive coal oper- 
ators.” 

This is the first in a series of 
ads to give business men and the 


Strike-Bound Students 
Attend Class—Via KFEL 


DENVER — With schools here 
closed by the coal strike, facilities 
of Station KFEL were placed at 
the disposal of school authorities 
by Gene O’Fallon, KFEL manager, 
and arrangements completed for a 
series of broadcasts during the 
emergency. 

The strike-time program calls 
for 45 minutes daily, 1:45 to 2:30 
p.m., for school broadcasts. School 
Superintendent Charles E. Green 
made a 15-minute talk to teachers 
and students Nov. 25, and the re- 
mainder of the broadcasts will in- 
clude transcribed educational fea- 
tures prepared by the station and 
Rocky Mountain Radio Council; 
talks by school officials and teach- 
ers, and roundtable discussions by 
student groups. Broadcast details 
were worked out by KFEL’s pro- 
gram director, Paul Godt, and Miss 
A. Helen Anderson of the school 
system. 


general public “an up-to-date pic- 


ture of bituminous coal research 
and how miners work and live.” 
The 1947 media list, compared 
with this year, involves addition 


of Pathfinder and Look. 
Abandoning the Rockwell Kent 
paintings which have character- 
ized the institute’s magazine copy, 
these new general ads on industry 
research are but one phase of a 
five-part program. 
One new phase in 


BCI’s 1947 


Lo 
ae 
a 


| i a 
j ae Be 
ous ve out 
ye < < fae 
> “| niet spe i 
: | - Bir ® : 
$73 | 
| ee fee 
2 ee ee ia 
i, | 2 EERE ae = 
1 { 
b| 3 8 . . ag oe ? ~~ oo 
us Se anal ge 4 tg * eo 
\. ae x eer a ‘ ¥ e. 
] ia] ! ae Bs _—: a 
inl i. ar is > - 8 
. mh $s se oe Fake a ce f -:, f he ‘ 
| dere ‘aa aa i é : 
a, a a ro A 
i aa 
they ——— |, <A 
,é 96 tu 
eth, :- ee 3 re Pe 
x — , eee . Whew! ae 
. coat a — ae 4 2 : my - . et 
n OS x 7 
(a 7, _—. é ve ret 
? hes e 
“ Good-by 
| oa . 
= { , 
=| . Odors! , 
ina ee his | 
; fa 
Riven 
| = 
Pe 
a I lal Garbex “ ids 
| “Sone arte ee . 
Ps: be 
ie 
a . | 
a a oe 
i a as 
a ea 
Ree 
taj. . 
ee 7 
a 
BS 
M , 
ee Se i ; - 
ae i 
Seer 
es er ee 
i Us 
mS 
| be: 
' as, ae 
7 - 
: ; : Bs Oye 


24 


2 


plan involves a campaign in Grade 
Teacher, Instructor, Journal of 
Geography and Scholastic Teacher 
“to correct common misconcep- 
tion” by providing teachers with 
up-to-the-minute 
textbook facts on the coal indus- 
try. 

Through American Press, Editor 
& Publisher, National Publisher 
and Publishers’ Auxiliary, BCI will 
offer editors and writers 
possible service” in obtaining help- 
ful facts on all phases of the coal 
industry. A fourth part of the 
campaign appearing in American 
Builder, Architectural Forum, Ar- 
chitectural Record and Home 


Owners’ Catalogs stresses the need | 


for building home chimneys and 
basement facilities which allow for 
efficient use of coal as a domestic 
fuel. 

Special copy in eight retail coal 
publications will 
pusted on the parts of the pro- 
gram whick tie in with their local 
efforts to promote coal as a domes- 
tic fuel. 

As the public relations affiliate 


supplements to | 


“every | 


keep dealers | 


of the National Coal Association, 
BCI has been active in magazines 
during the past three years under 
Harry M. Vater, managing direc- 
tor. 

With the move to Washington 
(closer to the parent organization) 
ast summer, Mr. Vater was re- 
placed by Ralph C. Mulligan, for- 
merly director of public relations 
|for National Coal Association. 
According to Mr. Mulligan, who 
‘now has the title of director of 
public relations for Bituminous 
Coal Institute, total expenditures 
| for a five-part campaign will prob- 
‘ably not differ greatly from BCI’s 
past spending. 

Publishers Information Bureau 
|estimated it spent $357,710 in gen- 
eral magazines in 1945 (AA, March 
'25). Benton & Bowles remains 
|BCI’s agency, with Neal Nyland 
/as account executive. 

‘which distributes its northeast 
Pennsylvania product in the East 
and Great Lakes states and south- 
ern Canada, plans no special ad- 
_vertising in connection with the 


Anthracite Industries, Inc., | 


Economic Situation 
In a Nutshell: 

“There seems to be wide- 
spread discontent on the 
part of workers with wages, 
customers with prices, and 
investors with the pros- 
pects for the profitable 
operation of their proper- 
ties.” 


—From nine-months 
report to stock- 
holders of K. T. 


Keller, president, 
Chrysler Corpora- 
tion. 


current coal crisis. Plans for 1947 
| advertising, 
Thompson Company, probably will 
be determined in mid-January. 
| First railroad to run “Don’t 
Travel” copy in New York, be- 
cause of reduced schedules, was 
the Lehigh Valley, through the 
Caples Company. 

Delaware, Lackawanna & West- 


through J. Walter | 


na ° +! 
chs ty as 


Advertising Age, December 2, | 44 


ern Coal Company said it had no 
plans for advertising during the 
coal strike. The “situation has 
been adequately publicized,” C. M. 
Spencer, advertising manager, 
said. The company now uses out- 
door in a few cities, provides mats 
for its dealers, and sponsors “The 
Shadow” on Mutual, through 
Ruthrauff & Ryan. 

New York’s “White Way” has 
been browned out, the federal 
CPA’s “request”? covering not only 
electric spectaculars but window 
displays. Consolidated Edison 
Company of New York ran large 
ads through Batten, Barton, Dur- 
stine & Osborn urging reduced in- 
terior and exterior lighting, ex- 
cept for directional or identifica- 
tion signs, and reduced use of 
escalators and elevators. 


Tolerance Awards 
Go to Publishers 
and Broadcasting 


Hfere’s a guy who has shucked 


off his daily cares with his topcoat. 
He’s well fed, his pipe’s drawing 
smoothly, and he’s enjoying 

his favorite evening newspaper. He’s 
—thanks, Mr. Webster — EupHoric. 


Ain’t he a pushover for a good 


salesman? He lives in the rich Indianapolis area, which means that what 


he has to spend is appreciably above the national average. Want to reach 


him —or his wife and family—at the right time to make sales? Then do it 


through The Indianapolis News, covering Indianapolis and the 33 surrounding 


counties. The great Hoosier daily... ALONE... does the newspaper job. 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


. J. E. LUTZ, Tribune Tower, Chicago 11 . 


—IN DAILY CIRCULATION 
—IN DAILY ADVERTISING 
—IN THE HEARTS OF HOOSIERDOM 


JOS, F. BREEZE, Business Manager, Indionapolis 6 


OWNING AND OPERATING RADIO STATION WIBC 


New YorkK — Citations for con- | 


tributions to American unity and 
tolerance were presented by the 


National Conference of Christians | 


‘and Jews here Nov. 24 to repre- 


| sentatives of advertising, news- | 
| papers, magazines, radio, motion | 


pictures and the theater. The 
presentations were made by Ever- 
ett R. Clinchy, president of the 
conference, at a “Thanks for 
Thanksgiving” dinner. 

Responses were made by James 
W. Young of J. Walter Thompson 
Company, chairman of the Adver- 
tising Council; Edwin S. Friendly, 
New York Sun, treasurer of Ameri- 
can Newspaper Publishers As- 
sociation; Walter D. Fuller, Curtis 
Publishing Company, president of 
National Publishers Association; 
A. D. Willard, executive vice- 
/president, National Association of 


Broadcasters; Will H. Hays, for- | 


/mer president of the Motion Pic- 
ture Association, and Marcus Hei- 
/man, for the theater. 

“For the contribution they are 
| making to our national life, Ameri- 
can Brotherhood, sponsored by the 
National Conference, salutes 
American advertisers, advertising 
agencies and advertising media,” 
| Dr. Clinchy said. 
| He cited the council’s current 
campaign which, he said, is in- 
‘tended “to project among us... 
|the simple virtues of inter-group 
justice, kindness, understanding 
and cooperation. 

Henry Noble MacCracken, presi- 
dent emeritus of Vassar College, 
presided. Mrs. Franklin D. Roose- 
velt was a participant. 


Parents’ Names Pearson 


Andrew C. Pearson who, before 
|the war, was on the advertising 
| staffs of Department Store Econo- 
| mist, Country Life and Vogue, and 
|most recently with Glamour, has 
| been appointed fashion advertising 
|manager of Calling All Girls, pub- 
\lished by Parents’ Institute, New 


'York. Claire Fisher, who has been | 
'in charge of the fashion advertis- | 


\ing of both Calling All Girls and 
| Parents’ Magazine, will now 
|handle only the fashion advertis- 
|ing of the latter magazine. 


‘Form Kaufman Agency 


| Murray A. Kaufman, formerly 
president of Wood-Kaufman Ltd., 
New York agency which handled 
“21” brands, Ballantine Scotch, 
Tribune vermouth, and Associated 
Estate Wine Producers of Cali- 
fornia, has opened a New York 
agency, the Kaufman Company, at 
565 Fifth Ave. The new agency 
has signed its first account, Joseph 
H. Jacobson & Sons, diamond ring 
manufacturer, cutter and im- 
porter, for a business paper drive. 


Wins Farm Safety Contest 

Better Farn.ing Methods, Mount 
Morris, Ill., kas been awarded first 
place in the national classification 
of the second National Farm Safety 
Magazine contest which was con- 
ducted by the National Safety 
Council, Chicago. 


Military Urges 
ICC to Retain 
Furlough Rates 


WASHINGTON—The Army, }.\; 
and Coast Guard appealed to ‘ha 
Interstate Commerce Commis:io 
this week to retain special | 
time furlough rates for servicem.y 
which are one of the inducem: 
| offered in military recruiting cam 
| paigns. 
| Opposing plans of the vast ma 


| jority of eastern railroads to do, 


| the special rate, the military con 
|tends that the bargain ticket; 
|should continue to be available 
|until the war has been official) 
ended. 

| If soldiers and sailors on fi: 
/lough have to pay the full coac! 
| fare of 2.2 cents per mile plus 15 
| 
| tax, travel cost would more tha; 
| double, the services point out 


New Rate Squabble 


Meanwhile the Association 
| American Railroads and the Ju: 
‘tice Department, already at odd 
over an anti-trust case agains 
railroad “rate bureaus,” headed fo! 
a second squabble over the rate; 
charged for shipment of many 
government items during the war. 

Recognizing reports that the 
Justice Department “is giving con 
| sideration to transportation charge: 
on government wartime ship 
ments,” AAR asserted that differ 
ences which arose between go\ 
ernment as a shipper and railroad 
as to reasonableness “were infini 
tesimal in number and amount.” 

Pointing out that ICC exists a: 
the agency for determination o 
such differences, AAR  observec 
that during the war the railroad 
handled millions of shipment: 
consisting of thousands of differen 
commodities, “many of which ha 
never before moved in commerce.’ 


‘Two Appoint Ad Fried: 
Anderson Joins Staff 


W. F. Barton & Son, manufac- 
turer’s agent for hatchery equip- 
}ment, and Van S Laboratories 
|manufacturer of drugs and cos- 
metics, have appointed Ad Frie 
| Advertising Agency, Oakland, Cal. 
| to handle their advertising. Bar- 
'ton will use direct mail, radio 
| regional farm and poultry papers 
'and Van S Laboratories will us¢ 
| direct mail, radio, newspapers anc 
| regional magazines. 
| Scott B. Anderson Jr., former) 
| with the advertising departmen 
|of Post Dispatch, Pittsburg, Cal. 
jand the Duke City News, Albu- 
querque, N. M., has been named 
account executive of the agency. 


Appoint Smith 

Ed Smith Jr., who former) 
handled public relations for the 
St. Louis Cardinals, has been ap- 
pointed to handle the publicity o! 
ithe St. Louis Browns, succeeding 
|'Ted Pappas, resigned. 


| — 
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hoarding or waste 


AT LEADING PAPER MERCHA 
THE MARTIN CANTINE COMP 
- ~SAUGERTIES, N. Y. 
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How to Reach 


A 10 BILLION DOLLAR MARKET. 


Huge Demands Will Continue 
Even After Backlogs Are Met! 


Hier is a 10 billion dollar market for mass 
feeding and mass housing products used in institu- 
tions. It is made up of hospitals, schools, colleges, 
hotels, restaurants, government agencies and other 
institutions. It involves all products used in feeding 
and housing individuals in these institutions. These 
range from potato peelers ... and the potatoes peeled 

. to paint ... and the cleaning compounds used in 
maintaining the painted surfaces. 


The buying factors who must be sold in these in- 
stitutions range from dietitians to purchasing agents 
and involve a total of 157 different titles by actual 
count. 


The market is huge today because of deferred 
purchases and the American Public's increased de- 
pendence upon institutional services. It was huge 
before the war because of its vital relation to our 
everyday lives. It will continue huge even after cur- 
rent backlogs have been met. 


This market is reached each month through 
INSTITUTIONS Magazine and annually through 


Institutions Inelude.... 


@ HOTELS @ YMCA's, YWCA's 
@ RESTAURANTS @ GOVERNMENT AGENCIES 
@ HOSPITALS @ INDUSTRIAL CAFETERIAS 


INSTITUTIONS CATALOG DIRECTORY .. . the first 
publications to recognize the community of interest 
between all segments of the institutional field and the 
only publications which reach all of these related 
segments. Manufacturers .... . reach this market 
monthly through INSTITUTIONS Magazine with mes- 
sages in the form of display advertising ..... reach 
this market annually through INSTITUTIONS 
CATALOG DIRECTORY with catalog information to 
assist buyers and specifiers in the actual selection of 
the products desired. 


INSTITUTIONS Magazine and INSTITUTIONS 
CATALOG DIRECTORY offer manufacturers their 
most effective approach to the 10 BILLION DOLLAR 
INSTITUTIONAL MARKET. 


For further information on this market and on 
these publications consult your advertising agency or 
write to INSTITUTIONS Magazine and INSTITUTIONS 
CATALOG DIRECTORY, 1900 Prairie Avenue, Chicago 
16, Illinois. 


@ RAILROAD SYSTEMS @ CLUBS 
© Aum unas @ OFFICE BUILDINGS 
@ JOBBERS, DEALERS 
@ SCHOOLS 
@ OTHER PUBLIC AND PRIVATE el xy ae 
@ COLLEGES INSTITUTIONS ——— 
= 


H 


q RES LATEST Facts. | 
— OF ar | 


asi 


|.. CONSULT YOUR ADVERTISING 


INSTITUTIONS MAGAZINE ano CATALOG DIRECTORY 


900 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS  __ 
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Logan Leaves 


‘Look’; Cowles 
Now Editor-G.M. | 


New YorK—Harlan Logan, edi- | 
tor and general manager of Look, | 
resigned last week, effective im- 
mediately, for the announced pur- 
pose of setting up his own office 
to publicize “Visual Books” and 
prepare visual sales and promo- 
tion material. 

Gardner Cowles, president of 
the magazine, will take over Mr. 
Logan’s duties and no successor | 
will be named, he told AA. Don- | 
ald G. Shook will continue as as- | 
sistant general manager. 

No important staff changes are | 
in prospect, Mr. Cowles said, and | 
no policy alterations are contem- 
plated. Mr. Cowles will simply 
take a more direct hand in the ad- 
ministration of the magazine. As 
a result, he will spend more of his 
time in New York than in the past. | 


Mr. Logan, one-time editor of | readers 


|of about 150 pages, 


|assistant to Mr. Cowles. About a| 


year later he was appointed editor, 
and the year following was made 
also general manager. 


Real Income Up 4 Cents 


According to a study made by 
the Investors Syndicate on what 
people earn and spend, the “real 
income” of the American people 


ot the start of October, 1946, was | 


$1.04 or four cents on the dollar 
more than a year earlier. This 
gain, it is said, is the result of in- 
creased wage rates and increased 
employment as compared with 
payrolls during the change-over 
from war to peace production a 
year ago. 


Issues Special Edition 


The Daily Pantagraph, Bloom- 
ington, Ill., observed its 100th an- 


|niversary Nov. 20 with a special 


edition, which consisted 
including a 
roto section, featuring the devel- 
opment of central Illinois in the 


pictorial 


| Pantagraph’s century. Most of the | 


old pictures were supplied by 


through a contest con- 


Scribner’s, joined Look in 1939 as| ducted by the paper. 


Frank Buys ‘Economist’ 
Morton Frank, formerly business 


| manager and vice-president of the 


Arizona Times, has purchased the 
Economist, Canton, O., from H. T. 
Howells, Howard Harmony and 
Presley S. Campbell Jr. Mr. Har- 
mony and Mr. Howells will con- 
tinue with the company, special- 
izing in retail display advertising 
and classified advertising, respec- 


tively. Mrs. Frank will be woman’s | 


editor. 


Eureka Runs Special Ads 


Eureka Williams Corporation, 
Detroit, is running special Christ- 
mas ads in the December issues 
of Collier’s and The Saturday 
Evening Post featuring a Christ- 
mas priority delivery plan for its 
vacuum cleaner, Eureka Complete 
Home Cleaning System, and its 
electric cordless iron. 


agency. 


Joins Bass-Luckoff 
Sidney W. Kahn, formerly with 
the Bulletin, Beverly Hills, Cal., 


‘has joined Bass-Luckoff of Holly- 


wood, advertising agency. 


Geyer, Cor-| 
|nell & Newell, New York, is the 
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Music Publisher 
Wins Right to Sue 
‘Hit Parade’ 


ALBANY—A see-saw legal con- 
|test waged in New York state 
|courts for the past two and a half 
years has again turned in favor of 
the Advance Music Corporation in 
its challenge of the claim by the 
American Tobacco Company’s 
“Your Hit Parade” that its radio 
| program (CBS, Saturdays) presents 
'the most popular songs of the 
| week. 

The court of appeals has now 
reversed a decision of the appel- 
late division upholding the to- 


bacco company’s argument that the | 


imusic 


corporation’s complaint 
failed to state facts sufficient to 
/constitute a cause of action. Ear- 
lier the special term court had 


oq 


We dropped in the other day on a man we know who, like 
a lot of others, has more orders on his books than he can 


possibly fill in many months to come. 


Business was so good, he said, that he didn't have to pay 
much attention to exports. 


Sure, he knew that supply would catch up with demand 
some day. But he was waiting for that very day before he 
started telling foreign buyers about the wonderful things his 
product will do for them. 


"Your customers are already listening to your chief com- 
petitors,"' we said. ‘In fact, when you get ready to sell 
overseas, you may find your customers already sold by 
somebody else." 


We didn't want to come back later and say we told you so. 


"Remember this," we gave him the best counsel we knew, 


“buyers in foreign markets are not elephants . 


.. if you 


stop telling them your Export Sales Story, they will forget 
your products when they are in a buying mood." 


For best results in selling export markets, tell your sales story 
in the B.P.I.C. specialized publications. Call in a B.P.I.C. 
representative today. 


BUSINESS PUBLISHERS 


A 


filiated with 
New York, 
Francisco, Los 


McGraw-Hill Publishing Co 
Philadelphia, 
Angeles, Atlanta, Washington, 


Rio de Janeiro 


INTERNATIONAL CORP. 


.. Inc., and Chilton Co., Inc.) 
Boston, Cleveland, Chicago, St. 


Detroit, San 
Mexico City, 


Louis, 


Buenos Aires, 


Advertising Age, December 2, 19 


ruled against the cigaret manuf: 
turer’s appeal for dismissal of t:e 
case. 

Affirming the special ter 
order, Chief Judge John T. Loug 
|/ran handed down an opinion fin 
ing that the second of three cau: 
of action set forth by the mu: 
publisher ‘‘constitutes a stateme 
to this effect: ‘The defendants a 
wantonly causing damage to t 
plaintiff by a system of conduct « 
their part which warrants an in 
ference that they intend harm . 
that type. So read, the secon 
cause of action, as we believe, 
sufficient on its face.” 


Opens Way for Complaint 


This opens the way for th: 
music publisher to show, upon tria 
|of the action, that the songs hea) 
'on the Lucky Strike “Hit Parade” 
are the “choice or result of capric: 
ior of other considerations foreign 
to a selection based upon an accu- 
rate and extensive survey of the 
nationwide popularity of such 
songs and the relative order ot 
their popularity for the current 
week of such broadcast.” 

The next move is up to American 
Tobacco, which must now file a1 
answer to the complaint. Trial of 
ithe case is not expected to be set 
|before some time early next yeai 
| Advance Music Corporation, 
which is a part of the Music Pub- 
lishers Holding Corporation, a sub- 
sidiary of Warner Brothers Pic- 
tures, instituted the action against 
the sponsor of “Hit Parade” in 
April 1944. In addition to $200,000 
damages, the complaint asked that 
the American Tobacco Company 
be required to account for “all 
profits enjoyed” from the progran 
and be enjoined from advertising 
in any way that the 10 songs heard 
on the program “constitute the 10 
most popular songs” of the week 
throughout the country. 

Lee V. Eastman of the New 
| York law firm of Spring & East- 
/man is representing the music pub- 
lisher in the action. 


‘Prepares Fun Booklet 


Three Feathers Distributors, 
New York, has prepared a 70-page 


booklet, entitled “Life of the 
|Party,” filled with popular songs, 
familiar tunes, some new music 


games and quizzes. The pocket- 
size booklet, which is being made 
available to dealers from coast to 
coast, also includes a couple of 
lyrics about Three Feathers and 
a quiz game called “What do you 
| know about whiskies?”’. 


Heads C&P Radio 

| John M. Wyatt, formerly pro- 
duction manager for statio! 
WNEW, New York, and more re- 
cently director of radio and tele- 
vision at Buchanan & Co., has 
joined Cecil & Presbrey, New York, 
as director of radio. 


ELEMENTARY 


Oil in the ground keeps a  ) 
ized group of petroleum people busy 
getting it out . . . produced, in othe: 
words. The Oi WEEKLY is special 
ized for this group of producers. 

Oil that goes to market in a variéty 
of guises keeps another specialized 
group of petroleum people busy get 
ting it processed . . . in short, refined. 
PETROLEUM REFINER is specialized 
for this group of refiners. 

If you are looking for top coverage 
of either of these world-wide groups. 
study carefully paragraph 10 of all 
the ABC statements in the oil field. 
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Whichever road you take, you’re going to find 
yourself face to face with the identical problem: 


The need to sell better, and sell harder, in 1947. 


Raise prices to meet rising costs? Then you'll have 
to sell harder to hold your old customer—and make 
new ones—at that higher price. 


Keep prices down? Then you'll have to sell harder 
to increase your volume, add enough new customers 
so you can keep prices down. 


Use a 1946 dollar to do a 1947 job? 


But advertising costs themselves are climbing. 
New competition is cropping up. Consumers aren’t 
buying blindly any more. 

The dollar you spent for advertising in 1946 just 
isn’t good enough to do the job in 1947. 


You have to make it work harder and work better 
than ever before! 


Can you afford to turn down these dividends? 
Here is the plain, simple fact that explains why 
Puck, the only national Comic Weekly, can help you 
get the extra sales dividends you need for your 
dollar in 1947: 

Puck delivers more readers per advertising dollar 
than any other national publication in the country. 


And here are figures (based on Consumer Magazine 
Reports for 1945) of Daniel Starch and Staff, the 
leading magazine readership analysts, that show 
just how big those dividends were for Puck’s adver- 
tisers last year: 


= E 


a 
~ 


< HI 


G H P R i C E S x . Pi A ft | ¢ 


PUCK DELIVERED: 
150% to 179% more readers of advertising per 
dollar, men and women, in the classification of ALL 
ADVERTISING, than Life, Saturday Evening Post, 
and Collier’s. 


PUCK DELIVERED: 


142% to 160% more readers of advertising per 
dollar, men and women, in the classification of 
FooD ADVERTISING, than those same three publica- 
tions. 


PUCK DELIVERED: 
77% to 171% more readers of advertising per dol- 
lar, women only, in the TOILET GOODS AND Cos- 
METICS classification, than those same three na- 
tional weeklies and Ladies’ Home Journal, Woman’s 
Home Companion, and McCall’s. 


From Automobiles to Face Powder 


During the past 15 years, many of the country’s 
biggest companies have spent millions of dollars in 
Puck. They’ve sold everything from automobiles to 
cereals, from cigarettes to company good will. 


Why do they advertise in Puck? They know how 
basic, how strong, and how effective is the power 
of Puck in the lives of its readers. They know that 
four out of five adults in more than 7,000,000 fami- 
lies come under Puck’s spell every week, let it in- 
fluence their attitudes, their habits, their way of 
life. These advertisers know that the almost one 
hundred percent readership of Puck among youth 
in those same families, is a direct channel to to- 
morrow’s buyers, and to a force that shapes today’s 
buying too! 


Pe J 
ogee 


Bu anyon nme 


prices...or keep prices down i‘ 


Puck the Comic Weekly is distributed with 15 
great Sunday newspapers from coast to coast. It 
circulates through the most strategic markets. In 
these markets are a total of 25,000,000 buying 
members of families who come to Puck with a re- 
ceptiveness and interest unequalled anywhere. 
Here are the customers... here is the medium to 
reach them...here is the opportunity to sell in 1947! 


AMERICA’S GREAT ADVERTISERS REPORT ON 
THE POWER OF PUCK 


WOMEN PER DOLLAR 

OF ADVERTISING — 

SIX-MONTH AVERAGE 
FOR 1946 


210 ‘civciher Magerinn O24 inrra 


; r 5 - ~ ns aa 2 ¥ Beh ms . E , 3 : ‘s a 7 : ae ae re ‘ re Ph a ae aes f “Wk “he 
| Pa ae 
i ale 
;—" 
yo re he 
# s oa | 
gyn Pt eG bike: Get Raiser it pee ae aie 
ae : ei: aes OC el , 
i ace Se fe 
nat oad in hdl a 2s oi us i 7 
CaS, ye ea aoe. CO OT 4 
Soe ah Ge mi 3° if 
OE nul eee f ded yy 2S ae S PERS oe Ay $y 
ae ook Gas oly’ a YS Re ro SS aaee sean eee @ 
UTGI ah gs - i Lees i See ok) ork SAE ao ger 
hee ie ee ti iar U8 ci eee ae + 
te ae Fe eS De ie m et pee at” Sree: it y 
CE ‘ ; oe Fb AR. ase eas Re BS. SOR SO < 5 
) Ree gute / i Pec! -y sis ES gi meee A Bae SES cee eee aaa care . 
ae Se is ie S| Lee : — dis PEN ae: se pete a, sat Se x » Be a Heese Sree ws he NR 1 
—_— oe 2 £ ie. ——— _— << ees 7 
, ZOEF 2; aan Pee : it eae BP Mae iss iA oe ela ty “% 4 A aaa COTA IE ate Bah 
Race. ae Eten ‘omer ae ; ee Bee eal ig = BS A RS Se 
Raf) a S45 as is Pe ne | Pie ee ae 
Ree ea i me ei Pec ay _— he 3 
anemia. OS Se igs Beat se nae fy Be i ey ea 
CR ise Bian \ a fe ae pele : j ’ — Dory Be ioe? NPC. et Tee ss i ish it Cae Wore aaa s, ee? 
ee ‘ip eee em . ee tat ae, ae <a / es Syekmeenanh ‘ ee | OR ova eS Catala: «ea 
Ss gD Bae oa soe Py SoS peep asinine sso! NOM SS SURE RRRRRI SS SAO Sa 3s a 
—> eae Ise | ; Ne ~ Peel a 1 Fae ae Eee 
ener. a ae "iy nt ? ee dy Rt ae a " oh As ee sig SS a ’ ‘ es” perky : Us Oe Z el aie MN 
a a to ~~ 2tll \ ee Fe See es mes Bis Sparen fA ae Ee ne 
, ae y r Bs’ a Vie” Oe a ca. Sit os a par coe eee ea Wir cmenek. yt = 
3 ees : ’ oa a ah % we : Lire a > oe Saeed nyt stipe $ ine agit ae 4 a ah #s Ps <! pace i Sees a “eee ‘ont Mage hy rye mye ss , ee * i : 
| ee ee a Oe “Se ~~ apace NN i ee oe a 
ee i Si" Y gy, tog ied aay sana, weet a EEE etek eee ES al a 

' , Saag , ees gon te BS oe a ~,'“e, EOE Sas : as ier ae PNET 2 ali see <i a z 

a ee AS i i. Se ieee 4 i oe anne ag oe TPF Ragan cee oe lea k i 

: — wis e ‘ ee, ee ee SES, eee CSO TS ae ia okie MRS Cee i a: 

t ; 2S oe i ‘ ae = Ce area Ae. ot MMR Se eal ae ; — si 

‘ pees pees, ia pe Br or aa “A * A a BAA CED gh ee ‘$ : Be Fs Re ree aes “les fe PACA oS, ee 19 {-uang 4 _ 
aang oe 2 “See 2 i, e/ re Oe oe fle . 

_ ee a 3. wy es. i ati ins teas BO ee. nt Panett : , . 

) md a eee oe fs oe AO ema Se SS: | ce TN emmeemanenat 

POD PIO a 8 cs ries Eid pO See eer ane et on 3 amen See SII eee ‘ - 

— peariee a H : Set eae de ES a Ree oe SEER ree ‘i rs a Sa 
oe ae | s / cs i pss eer ena eee Tee j 23; Se ae aR RR aa i 
$F E 4 . 2 ee PERL Ae! tt ee Se ee een ee i a a Ng ee ees : . 

7 é ae 

ae a aS 

ee e 

ipa eel. 

: nec 7 Tea 

| : 

) 7 ae: 
ee | : 
ee aes 2 

: ait 
i ia a ey awh os 

eC a 
i Pie Po a i ™ 
een 

; gana 

‘ (saree ‘3 

> ry a! me i, 

; a 

; ; i. 

a 

. y | 

Ne i 
os 
ti. 7. 
| a | . 7 
. ae 
‘ oe 7 ; 
7 2 BN 
ne 
a 
4 4 
a | 
|  .. 
ee bo he Ae 
t Py ey LY en 
) a 
SS a 
ee. a 
“ - Zz oe 
= = : "ie 7 ’ 
\ What fools these Mortals be: FE Zi . 
\ = = ¢ =~ — 
\ —_ — GS — Rais 
4. ») .. SF-€4 3 
% -  \ y/ yy ; Gs De we 
q % Uf, " Y} . a 
& wWi4 hag Wy — Yy 
Oe OLY ~~ ot ~— sas . 
Y) % a 
j am Y) , Y, “") = "% 
{/ Yr y ; 
juphr- Uy reel —— 4 
pe 2 VY WY RR | 
) nt Z = —te Y) Y, ike : 
/ a. { YY Wy vltin, i me 
4 ” d © ” . aes 
aii \S: Y aD UX ay 
- 4 4 
> d iy — 
ia & —_ PN. = Yp ai Yy My UY, > Se 
ae “> Ea 
z 
| # 
. . 7 . . . s Ee 
The Only NATIONAL Comic Weekly * 959 Eighth Avenue, New York 19, New York © Hearst Building, Chicago 6, Illinois 
y ; — coe! ‘ : > * =, i. : ' F F 


6 


Readies Medical Monthly |ing the public of the nature of the, 


. 
Postgraduate Medicine, | | Radio Spokesmen | program.” 


a 
monthly of general medicine, with | 
emphasis on treatment, will be | 


*ye ht » 
punishes, vesinoing Janus: Argue Merits of 


Interstate Postgraduate 4 


Says ‘Immediacy’ Threatened 


Mechanical recordings should be | 
| used only as a substitute, never as 
la replacement for live programs, | 
r ' a 'NBC contended, lest radio lose | 

Platter Identity “immediacy,” “its greatest ad- 
| vantage over other media.” 
ABC attorney Andrew G. Haley 


Association of North America, 
Minneapolis. Each issue will con- 
tain about 96 pages, with page 
size 8% x 11. One page on a 12- 
time basis will be $145. Business | 
manager is Paul K. Whipple, 515 
Essex building, Minneapolis. 


WASHINGTON—As the FCC con- | 


identification of recordings, the |cription played once, then dis- | 
. radio industry could agree only | discarded. Ordinary ee | 
Appoints Abbott |that it should not be necessary to | used Be grow eran 

John M. K. Abbott, formerly | identify announcements of one | be fu Seong * A e sto a ge 
manager of publicity of Reming- | minute or less. Mr. Haley fe eo 
ton Arms Company, Bridgeport,|) Otherwise, ABC alone fought deception was relatively unim~- 
has joined the advertising and|for waiver of any identification|Portant so far as the one-time 
publicity department of the New| for programs like the Philco-Bin | transcriptions | were concerned, 
York Insurance Company. (Crosby show, presented in re-|‘Sitice there is no way that the | 
| corded form on a delayed basis | Public would pa ag eat sal 
| di j se 18) Cc | 
Jer own lg a eee ee | Crosby show had yet to attain the | 

The NAB and NBC wanted | engineering fidelity of a live pro-| 
identification for all programs over | 8am, he predicted that the dif- 
one minute, NBC arguing the FCC | ference would soon not be discern- | 
should not compromise with the | able to the public. 
objectives of “encouraging and pro-| Former FCC attorney Leonard | 
tecting live programs and inform-|H. Marks, 


*SIMPSON-REILLY, ca) 
_ Publishers Representatives 


SINCE 1928 


SAN FRANCISCO 
- RUSS BLDG. 


LOS ANGELES 
GARFIELD BLDG, — 


| 
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BARBARA TUFT 


She’s one of the 700 who took part in the great musical 


extravaganza, “Oh Say Can You See,” produced by the 


Philadelphia Public Schools in co-operation with The 


. . 
Evening Bulletin. | 


| 
| 


Sixteen-year-old Barbara Tuft made her “stage debut” last spring when 
she appeared in the big musical festival, “Oh Say Can You See,” pre- 
sented by the school children of Philadelphia under the sponsorship of 
The Evening Bulletin. 


In the huge cast, along with Barbara, were 700 youthful singers, dancers 


and actors. The ambitious production, written by Philadelphia school 


teachers, presented 1] impressive musical episodes. 


Four performances were given at the Academy of Music before enthusi- 


astic, capacity crowds. Thousands of Philadelphians turned out to cheer 


their talented and well-trained youngsters. 


Here was another of the extra activities which constantly bring The 
ty Evening Bulletin closer to the daily lives of those it serves. These 
activities help explain why The Bulletin is the favorite newspaper of 
Philadelphians . . . why they trust its editorial content... why they use 


its advertising columns as their reliable shopping guide. 
* * * 


The Evening Bulletin is Philadelphia’s home newspaper. It is read by four out 


of five Philadelphia families. It has the largest evening circulation in America. 


IN PHILADELPHIA—NEARLY EVERYBODY READS THE BULLETIN 


| 
| 


Advertising Age, December 2, 19-5 


Alexandria, Va., suggested that | 
FCC require identification of tran- | 
scriptions when they are broad- 
cast “by many stations simul- 
taneously,” but that the identifica- | 
tion be waived when broadcast | 
by a single station. | 

According to Mr. Marks, there} 
would be little chance of decep- | 
tions, since the public “knows that | 
the small station can’t afford to| 


'sidered relaxation of rules on/| limited the exemption to a trans-| have Bing Crosby” or other name) heard on NB 


talent in its studios. Reiteration of | 
“by transcription” makes small 
station programs sound inferior to 
those of stations with network 
sources, he said, 

When the commission was told 
that the public resents the an- 
nouncement ‘by transcription’ 
heard frequently on short an- 
nouncements, Commissioner Clif- 
ford J. Durr asked: “Do they 
blame FCC for the identification 
preceding the Tums announcement | 
or for the Tums announcement?” | 


P&G Promotes Three | 


| 


Howard J. Morgens has been | 


tising department of Procter & 
Gamble Comipany, Cincinnati; Ww. | 
Rowell Chase has been named} 
manager of the brand develop-| 
ment division of the department, | 
and A. N. Halverstadt has been | 
appointed head of the radio and) 
media division. All have _ been| 
with the company for long periods. 
The appointments follow the re- 
cent election of Neil McElroy, for- 
merly in general charge of these 
activities, to the position of vice- | 
president and general manager. 


| 


Fairchild Appoints 


Fairchild Publications, New! 
York, has appointed Dorothy L. 
Wallis, for several years associate | 
fashion editor of Women’s Wear | 
Daily, editor of Fairchild’s Inter-| 
national. Felicia Parker, who for-| 
merly handled promotion for| 
Hunter Screen Books and Dell) 


|Publications, has joined the Fair-| 


child promotion department to| 
handle advertising promotion for | 


|Men’s Wear, Daily News Record, | 
| and the Papers of the American | vice-president in charge of sales 
| Association of Textile Technolo-|of Frederick Hart 


gists. 


Nashua Boosts Robison | 


James FE. Robison, assistant | 
sales manager of Nashua Mfg. | 
Company, New York, since rejoin- | 
ing the company upon release in| 
February from active service in 
the AAF, has been appointed gen- 
eral sales manager. Mr. Robison 
joined Nashua in 1940. The com- 


Inc., New York. 


| 
| 


Kaltenborn Gives 


‘Recordings a Plug 


New YorK —H. V. Kaltenbo: 
dean of commentators, put in 
passing plug for transcribed rad 
programs in a talk before tic 
Radio Executives Club here on ‘ 

I Were Running Radio.” 

Said Mr. Kaltenborn, who 
C, which abhors t! 
idea of transcribed shows: 
more general use of recordin:s 
would solve many present dif!i- 
culties. It would also improve 
average program quality.” 

The veteran commentator fur- 
ther suggested that station opera- 
tors pay more attention to listen- 
ers and less to advertisers and 
agencies. ‘Because advertising | 
so. ingenious and enterprising and 


| aggressive, you radio executives 


he said, ‘‘must be constantly aler; 
to keep it in its proper place. 
“Let me add that, on the basi: 
of my own rather long experienc: 
the top executives among both ad- 


appearing for WPIK,|\ appointed manager of the adver-|vertisers and executives are in- 


clined to be responsive to every 
legitimate demand for independ- 
ence made by press and radio ex- 
ecutives. The second-stringers, in 
their understandable zeal to 
achieve immediate results, often 
go too far in their demands on a 
commentator like myself who ex- 
presses a point of view on the 
burning issues of the day.” 

Mr. Kaltenborn thought, also, 
that “radio executives will have 
to reconcile themselves to do more 
for the listening minority in the 
popular evening hours, It may 
cut down immediate profits, but it 
will help you lay up treasures in 
the FCC heaven.” He was assum- 
ing, he added, “that our regula- 
tory body is more related to the 
upper ether than to the nether 
regions.” 


Forms Recording Firm 
Albert D. Stern has resigned as 


& Co., New 
York, producer of sound recording 
equipment, to form his own com- 
pany, which will manufacture and 
distribute film and wire sound 
recording devices for commercial 
and home use, both in this coun- 
try and the export market. 


Appoints Kashuk Agency 


Myrtle Sportswear, Inc., New 
York slack and skirt manufacturer, 


/pany is a subsidiary of Textron, has appointed the Lew Kashuk 


Advertising Company of that city 


Women of CHICAGO follow 


the 
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ADVERTISERS WHO THINK AHEAD USE COLLIER’S 


Ninety-nine chances out of a hundred, no formal sales agreement is signed 


when Mr. or Mrs. America buys an advertised product. Yet a very definite 
agreement does exist between customer and advertiser—one wanted, the 
other had, and the right medium brought them together in a meeting of 
minds. For over fifty years, Collier’s has helped to build a fuller, richer life 
for all Americans through a policy of progressive leadership. Thinking 
ahead, year after year, Collier’s becomes the connecting link between adver- 
tisers and American families with an eye to the future—men and women who 
are working to make their wishes for tomorrow the realities of today. That’s 
why advertisers in Collier's are partners in progress—why today, more 


than ever before, they depend on Collier’s for action. 
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PEOPLE WHO THINK AHEAD READ COLLIER’S 


Upright and fearless in editorial policy . .. modern, educational 


and entertaining in features and fiction, Collier’s has a hand in 
shaping America’s future. Now more than ever before, the readers 
of Collier’s are thinking ahead with the magazine of progress. 
They are anxious for new and better things, and today American 
cash reserves per family are the highest in the world. There is 
money for new clothing, new furniture, new homes, new gadgets, 
more complete health supplies. Tables will be “better set’’ and 
luxury items will assume the status of necessities. Whose products 
will they buy? Market studies always establish this fact: that 
people who think ahead buy the products of advertisers who 
think ahead with them. They are the real partners in progress: 
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Ferguson Plans 
Expanded Drive 
for Tractor Line 


DetTrRoIT — An advertising pro- 
gram expanded and intensified to 
assure Harry Ferguson, Inc., a 
place in the highly competitive 
tractor and implement sales field 
is being planned to precede the 


firm’s formal break with Ford 
Motor Company next June 30. 


new needs of Ferguson has not | 
been determined, it was learned 
that the promotion will 
both product and 


copy. General, farm, dealer and | 


moting Ferguson’s 46 items of farm 


pany’s institutional story. | 
Ferguson, it also was learned, is | 
‘concentrating on merchandising | 


'tails of the plan. One of the first | 

moves will be the establishment 

and expansion of dealer outlets. 
Ford announced last week that it 


|chandise Ford tractors and farm 
|implements. Distributors and deal- 
ers are to be named throughout 
the country 
|and sales of the tractors and “a 
1 | complete line of farm implements 
which will be especially manufac- 


tured for Ford tractors. 


Ford agencies prohably will 
Although the actual time for re- | offered franchises for the new line, | 
lease of the campaign to meet the | it is said. 


” 


Present 
be 


Ford has been manufacturing 


tractors for Ferguson 


include |agreement reached in 1938, whil 
institutional | independent suppliers have made 


y 
Record ‘47 D 
‘business publications are expected |manufacturing plans after next) Ccor rive 


to carry the advertisements pro- | June have not yet been disclosed. | 
Fuller & Smith & Ross, Cleve- | 
‘machinery and relating the com- land, handles the Ferguson ac- 


Ferguson implements. 


count. 


under an 
ile 


Ferguson’s 


‘angles new to its type of market,| Donald Cooke Opens 
|but officials refused to reveal de- Two Coast Offices 


| 


California Fruit 
Growers Consider 


Los ANGELES — What may be- 
come its greatest advertising in- 
;vestment to date was implied for 
|1946-47—though not assured—by 


the California Fruit Growers Ex- | 


| change 


in the annual report of 


| e 
Donald Cooke, Inc., radio station | cooperative. 


representative in New 


York, has 


opened two branch offices on the 


West Coast: 


in San Francisco at 
St. 


rection of Gene Grant, 


in San Francisco. 


in Hollywood in the 
will form a new company to mer- | Taft building at 1680 Vine St., and 
681 Market 
Both offices are under the di- 


formerly 


to handle distribution With KFI in Los Angeles and KGO 


Recently Donald Cooke added a 


Canadian station, CJOB, 
to its list of clients. 
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All producing areas, he said, are 
|turning to advertising and mer- 


Paul S. Armstrong, general man- | 
ager, to members of the marketing | 


chandising in an attempt to pro-| 


vide a market for the large gain 
in postwar U. S. citrus production. 
|The California growers’ ad cam- 
paign during the past year was the 
biggest yet, he recalled, and ‘“Flor- 
ida did the biggest advertising job 
|in its history this season and has 
increased its budget for 1946-47.” 

Although the total U. S. citrus 
crop hit a new high of 439,000 cars 
during 1945-46, California ship- 
ments were 25,000 cars less than 
during the previous year, Mr. 
Armstrong said. The exchange’s 
| Sunkist growers shipped 82,878 cars 
of all kinds, 72% of the California- 
Arizona total. Citrus production 
has reached the equivalent of 400 
pounds per family per year and is 
still growing, Mr. Armstrong said, 
and “the consumption of this vol- 
ume demands widespread buying 
power, so the citrus industry has 
a special interest in the hope 
shared by everyone that a good 
standard of living may be shared 
by all the people.” 


Orange Returns Higher 


Small-size fruit presented a 
year-long marketing problem, but 
orange returns were good, the ex- 
change chief declared, averaging 
71 cents per box more than in 
1944-45. Lemon sales were lower 
in both volume and price, because 
of the cool summer weather in 
eastern markets and the sugar 
scarcity. Sales volume was down 
4%, average returns off 32 cents 
per box. 

Citrus by-products reached a 
new sales volume with a record 
year of $12,500,000. More 
600,000 gallons of orange concen- 
trate were made for civilian use, 
near the peak of wartime produc- 


than | 


XT . 

| Notice: 

Though price ceilings 
have been removed 

| we have not raised 

| the wholesale price 

of Coea-Cola 


COCA-COLA BOTTLING CO., OF CHICAGO, INC 


| 


STILL A NICKEL—Local bottlers of 

Coca-Cola have in copy like this de- 

clared their intention of maintaining 

the five-cent retail price (AA, Nov. 25} 

but the Coca-Cola Co. thus far has 

made no statement regarding its price 
policy. 


tion for lend-lease demand: 
Canned orange juice sales soared 
to $3,000,000, compared with half 
a million in 1944-45, and canned 
lemon juice and lemon concen- 
| trates exceeded $750,000. 

In order to meet intensive com- 
petition from frozen, canned and 
processed foods, said Mr. Arm- 
strong, ‘“‘the fresh fruit and vege- 
table industry is exploring bette: 
handling methods” and_ experi- 
ments have been conducted in pre- 
packaging of citrus fruits. 

More than 2,000 Sunkist com- 


mercial extractors were sold 
the military and to restaurants 
soda fountains and hospitals, the 


general manager said, adding that 
“orders are now on hand for 3,000 
additional extractors and it is ex- 
pected that shipments will increase 
in the near future.” Sunkist glass 
reamer sales exceeded 220,000. 
compared with 84,000 last year. 

During the year, said Mr. Arm- 
strong, the advertising assessmen' 
on oranges was approved at 7 cents 
per packed box, 14 cents on lemons 
and 1 cent on grapefruit. 

Foote, Cone & Belding handles 
the account. 


Opens Miami Branch 

Ask Mr. Foster Travel Service 
has moved its southeastern re- 
gional executive office from Jack- 
sonville, Fla., to 605 Lincoln Road 
building, Miami Beach. A. P. Vil- 
lain, district representative for the 
southeastern states, will make his 
headquarters in the new office. 


WWL 


New Orleans 


shouts its shows 
on car cards 
throughout 
the year 


Folks turn first to— 


"DURANTE-MOORE SHOW" 
FRIDAYS 8:30 P.M. 


REXALL DRUG STORES 


WW 


Your Dial 


NEW ORLEANS | 


EPARTMENT OF LOYOLA UNIVERSITY. 


The Greatest Selling Power in the South's Greatest C ty 


50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 
Represented Nationally by The Katz Agency, Inc. 


: 5 
a P| - ee ' ee ie 
. = Adverti ’ y + oN 
ising Age, D 
- , Decemb 
ae . Cations er 2, 1S +6 
- i SSS 8000000000—0—90—@0m@m—-—=—=c=3"] 
ae | 
peice 
a a 
in sainethiniasian 
i 
i 
- EDITED FOR | 
iTS READERS —— | 
4 
ae . . ' oS dl SS 
le — Building — ee 
; whe Md vF . > sd 
* | 
O—_—_ 
: Se 
2 FS 
WAYS _ 
; LIYRGRYS TRY SRG 
WRYRY NINN RGN 
es YING YURI INNINGS Vip 
wear YRS, KIT VISG YI Y/, PRAY WAY RUS Uf, WAY 
a YANG OSS RUS {SX KY YIN RY OYVINIRGY NY 
YING IGIGIS LYS) iF 7 vye* VI NANININ/ 
YG Ary KO , r 6€=6S Ss VYNGRYN 
GY SBS, SRY Bey & SY » UYU NY, 
RES ; y 4 UNG, NG > oat i. ee VA > ~ WH 
V7 RG * ic , 9 TING 
3 oe ~ v a . Wy . . = Tae ae 4 yx Wir yy ; 
op NS Lak RIN, 6A begs a oe a OGRG 
Aa S47. SY . A AYA (23 Vv, VIN : ~ a “SS W/L 4 
4 RNY GG; GY EIS LOYGRG, Sy, YSIS 
gx SoS DIDI RNGRES PNNININ/ NING SR URGE YY 
ae SAN WAYS Vp SSS YISSA JS UNS WS ISNY, NA, SNS TIS 7 YS Y WA 
ae GIG, ee mA GIGS I RU NGNYN; 
: VISGSGS NYY SESSZ GURY WLS, Yi we “GSYG. VAY GINNING S YRS 
SS (USSG. SROR YG Ope Vg Slrrre VRE IGG YRIRIRNING RIN WA 
YINTRTIRGNR RG, NIN YS GSUS YR IRYNURY SYS WY. 
VYRIRGSG NNR S “a MINIS NRG NN UNGSY YRGSG 
YYRIGINIS YOYh SGMRYGS WYSE YSY SY Sips 
. YNGRU IGS; WAY SIRURG SGRIS I SONT ES 
VIG I NYRI REN RAAF SHAY SAS; SOSGRY$- 
YR IRYRISISGS YIN, NRINIRININININ 
a CRY YY SiS VNINININININIG 
Bo YBEGS OSG Sj RAR ASS OSLEY Gy SA 
a GY RY SUTGGS ee IS SUNG RATING 
ae VUNGRYNING s ft ies WAS NY GYR NYS 
WIS ISG x0 are VPGIGIN WG 
: YNIRGRG; RY Al a ie. YISGN; YES Wf YRYERGR 
PRY NRISYS ou he YRINININIININING: 
VAIRIRGE Ys @ ee RGGI RAAYRIRING a 
YRGRY GS ou YY; YRININININININIS 
YA \ GRIGG! es ee oe PTY, WASY> YWRYUSH SYS 
YYGE \‘ a eg YINIRININIRIRING. 
YSGRIWY ee VWs SYUISINY WH 
WSS Succes? . _ NINN 
By - y WALA NZ aa) = . i ~ . ney ~ 7 
—_— - \, ne | — WAI 
ven? wae - oan WA Vy NH LISI 5s NYS 
came A i TERN SER NYY 
aigns ' Ba YINININRININ; 
NJ amp Benge Was Us SIRYONI RS SAGSS;, ~ 
—s Y: \ ee. I. IRINRIS INR: 
3 % : “oe ROSS WY x77 ORG, NY 
. % \ al: a YING aS GRY 
Ee Y a\ Y RS Yur 
Y yon MANY, YYIRYS 
% ° a VY NIRS 
4s bY 2». n rt i ¢ W RW LN AN 
a LN . wes yo" a aia is UNIS wo 
| YS \ Daily 9 every —-~_, SEGUE 
a aN 4 das No. yari© homes “n earnind® - = Yisx~w~w GSU US. 
wy) conads’s Nig Onto, g-averae” WG 
YN \ 325. \\ above <i OU. SINUS S 
aie S YAY ovel “at are w Ot UNYNY LS 
oe YY home> pay owet: apt — NG N 
— GIS ge | purchases P ¢ the Stats pet © ane a —: 
GRYRLGS n . t aS Coa WAS 
e GRUNTS ‘ porne oY of Canad? § or a oe. RTS 
— GRYNINIS \n Toro" 99) highet wets! of the tor Ev iretgheal t ORGS 
ie ONUNY GS Ny ae 0.75.77 GAN ® 
“< IMNINIRGS \ eales are " eacne® 4 s prospey i RUNNY wAGYS ee 
. age INN $8 A xhe Strat ¥ grovgnee t \30 900 aa fs GNIS 
ets RS Ys NTS NY; \ an ‘eaw ere as ove ; a : ; ROS NYSGISGES 
ak NY : \rarnilic® an” pronto Stat mn a\s° find aoove Be, Cte NNN NAIR 
sae bHS RIESGO yar where Y tien) fam WIRES IGN LEN — 
ae es YRINININIRNIR LOntarres ation **” “\ gales Pel: VYAIRIRAGS Wa. Foe ye —e 
ptt the ONTRGRGRGS WES \ i} cele nd retal - ee YINTRYSTA WN 1 yi See Sgn Ue | * a 
eran Us YYW RN dally ings 3 e fou" Sees: VARY NYAYRYS* : 5 a il errtrrens%s : ia 
Up SISSIES: WW : 5 tO CON. *odieeteiaa? SIL CRYIN — ee TA 
oe eae IES SASSY \ — it poy °° n Vv? : re ra ees ZS YY SS a cee 7 a 
ae WIEN ANY, ° \ rs a oo lim W4% 4, “YX  i-~ ME Scene 2 saa 
a YG wy \ gatio™ su tee pro RON NYS Ria vis. 
aa a many xire P TESS SYRYSS mb SS 
aoa A a as en am le Y ROSEY ' ma ee 
e ONSEN | i\ ” \ you" xed © SYS: YONN ie. ~ 
4 Vp <2 ; re a ra : f/f “4 ee ; 
a TRININIRINNG ee foe sper pany cone om 325 900 a VAINININ is ; ee < ‘4 
noe ONY ISI LIENS IN oN > aces ow ae VWI, VION : Petey a 
Sey YNTRYNIRYING Ws : c er-SP. yar. \ aces YG SINGS a 
. ENN GRR \ with Tein te serait Novag upll KIKI 2 oo fo 
Gis “XS y \ ain a and gti 9% aie GIS WHS aq = 
GY param gaily ,, cnees,,. cs NINN at i 
e- UO yes wa Yor*: rails SYIY, VEN. a. ; ia 
{is hate Yen VYANA cop fice (Ne A for de . a " YAS ON ie , eo 
a YNZ | - ora-orifith onison Francie?” eae WN RYN > a — 
= ~ Ae ~S . : r yO Vd; 7 ‘ ¥ | __ wi ee — 
: Os SYR ask ony atlant as a WGYISGNIS EAD scm . @ 
— . ~ a a sean ‘ ce ; 44s mS Ag - . > ‘a } Re j 
. YRYNYG wWRIGR .) UNUISNUS Ae : —-- 
a ONG RYARGS ORF eS . 
- ; Yor AS: S 7 TG Ls : IRS Awe 2s é ed 
sy . / w ba) 7a ~ 
GENT RYRYIRYES 7 oo 
> INNING NY a Beer Aya 4s. 
VR VR IYG, “yee Wy’ ve Zy3 
BYRININGSYS an 
VSI, WRIST Es SS 
RG VRYGRGS: = ; S 
WY NZRGRIRGS ~~ 
7 IIRININIRIN an 
IAG LUIS a. i . ars 
USS) > “es 7 NEA Sy 5 . 5 : ~ : 
INGRG SX OJ; WAZ Pett ht Sue az . 
NZ RU RYN Vi, j Ne Wei : - 
VOI RI TRG, MASI PA 
SIRF RORY wUjpri® , i wih ASS Mm a. 
. is Ss VSL, : . : ; wy SRY ROS : ips 
Sri ae . WP p bYIGIIE ' 
RYN ; ees SG SII GSS \ = 4 
OSG ; wird GIGI IIR ; 
RULES WSRGINT ES ISM GIGS SSYSUISY SX 
SRY RIN I — ) 
RI YNGNIRGRIRIRINIS INIT RIES - «a , 
NZ WINNS | cas 
PSST SRYIRNNGNING S YABRYY YE NYS 
RIES SM VMISGS YRYOSGG HS 
ox YSIS RY Vr Ix 
| Ses WRISIIRISRINGS 
BY/LNY/S WYNIORIESTES 
ie Way 
: : . WS, 


ty 
ATE 


No.10. a series, 


designed to help oil 
men get more from 
their valuable read- 
ing time . . . and 
advertisers a greater 
return from their in- 
vestment. 

This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 


PUBLICATION OFFICE: TULSA 3, OKLAHOMA ® OFFICES: NEW 


— | Oa 


y bncha,f 


only once, they say, but for more than 21,734 readers of “The Journal” 


it knocks 52 times every year. 


That's one reason why MOST men in the Oil Industry CONCENTRATE 
their reading in “The Journal” ... it keeps them up-to-date on news 
and technical developments of the industry with a minimum of reading 
time. That's why most advertisers CONCENTRATE on “The Journal,” 


too. BOTH have found from experience (as you will) that... . 


Experience Proves....It Pays to Concentrate! 
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The Holiday mood is a Spending mood. 

Well over 400,000 copies of Holiday go into the 
homes of active, spending people—men and women 
who live well, who can pay 50¢ for a magazine they 


want. 


These are livewire, go-and-do people... the ‘op 


spending families of the country. | 
They read Holiday, both articles and advertise- 


ments, with the wide-awake interest of people looking 


for things they want—What to Do, Where to Go, 
What to Buy. 
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Cooperative Research 


Marion Harper Jr., vice-presi- 
dent in charge of research of Mc- 
Cann - Erickson, Inc., took some 
hefty swats at cooperative re- 
search at the midwest meeting of 
Association of National Advertis- 
ers in Chicago Nov. 20. At the 
meeting, and through a “sum-| 
mary” of his talk released in New 
York, Mr. Harper charged: 

1. It is inconsistent for ad- 
herents of a free enterprise system 
to “aid cooperative research” | 
against private research piiiane | 
tions. 

2. Cooperative research has 
been distinguished principally by 
“ineptitude, lassitude and bureau- 
cracy,” especially in the case of 
the Cooperative Analysis of Broad- 
casting, which recently withdrew | 
from the program rating field. 

Mr. Harper’s charges are, we be- | 
lieve, unduly harsh and not neces- 
sarily logical. We hold no brief 
for cooperative research or indi- 
vidually or privately conducted 
research, but the argument that | 
adherents of a free enterprise sys- 
tem cannot consistently support 
cooperative effort in any field is 
specious in the extreme. If it 
were to be followed to its logical | 
conclusion, no cooperation of any | 
kind between even as many as two | 
persons or organizations or busi- | 
nesses would be tolerable. In the 
advertising field, the Audit Bureau 


Added Note on’ 


A couple of weeks ago we pub- 
lished an editorial here on “to- 
getherness,” commenting on the | 
talk by Charles Luckman, Lever | 
Brothers president, 
sized that the American economy’s 
“sense of togetherness has become | 


of Circulations, Controlled Circu- | 
lation Audit and all other organ-| 
izations which embrace a mem-| 
bership cooperating mutually to| 
solve mutual problems, would have | 
to disband. And we feel certain 
that Mr. Harper did not mean to) 
imply such a situation. 

As for the quality of research | 
turned out by cooperative effort, | 
none would deny that some such 
research has been below par, and | 
in some cases—notably that of the | 


| CAB—lassitude or something sim- | 


ilar has resulted in the continu-| 
ance, beyond their useful life, of | 


|methods which have become out- | 


moded. Yet even here a sweep- 
ing condemnation of cooperative 
research seems far-fetched. Pri-| 
vate, non-cooperative research or- 
ganizations have turned out seal 
research, too, and have refused | 
to abandon outmoded techniques. 

The question of the validity and 
value of research depends on the} 
research, and not on the sponsor- 
ing body. And the Advertising 
Research Foundation in particular 
has made a great contribution to 
advertising, despite its errors and 
its shortcomings, by securing un- 
biased sponsorship of research pro- 
grams which no one company and 
no single individual research or- 
ganization was in a position to 
undertake. Let’s not sell it short 
just because it isn’t perfect. 


Togetherness’ 


ting up detailed plans to retain| 
their place in the economy at the| 
same time that their employes are 


| making virtually certain that coal 
who empha-_| will lose its place. Once the world’s| y, s.. he wonders if there are 118,- 


undisputed fuel, coal has been los- | 
ing ground steadily to oil and gas. 
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The following documents may e 
secured without charge from co) - 
panies sponsoring them, or throu. ) 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agen y 
executive writing on his busincss 


letterhead. Address ADVERTISIN¢ 


AGE, 100 E. Ohio St., Chicago }1, 
Ill. 
No. 2724. Best Prospects. 


Western Construction News’ 
latest issue of its newsletter out- 
lines the heavy engineering con- 
struction program of the 11 far 
western states for 1947. It in- 
cludes information ‘on jobs, alloca- 
tions, costs, types of work, etc., 
with tables on the construction 
program for the state of California 
for the next two years. 


No. 2725. Pittsburgh Paydays. 
This payroll calendar, issued by 
the Pittsburgh Sun - Telegraph, 


—Ford Times 


‘but | said ‘rye'—not 'white'!” 


Address Alley 

Two of our inspired scouts re-| 
port (a) that Flako Products Cor- 
poration, which makes codfish 
cakes, among other things, is lo- 
cated on Codwise Ave. at 5th St., 
New Brunswick, and (b) the R. T. 
French Company 


|;placed on Mustard St. in Ro- 
chester. 
In Bismarck 

A Bismarck, N. D., store re- 
cently advertised ‘paper diapers, 
36 by 90 inches, attractive colored 
prints, 98 cents per pair.” As a 


horde of women thronged to the 
store, a distraught ad manager 
greeted them, telling them sadly 
about the wondrous things a 
printer can do with a word, and 
particularly a word like ‘“‘draper- 
ies.” 


Footnote 
One of our enterprising report- 
ers sends to Ad-Lib an ad from 


,;the Scholl Mfg. Company, head- 


lined ‘237,000,000 feet need Dr. 
Scholl’s . . .” The thing which 


| bothers him is the terrific counting 


problem involved. Since there 
aren’t that many people in the 


500,000 people who need Dr. 
Scholl’s on both feet, or whether 


obscured by unintelligent self-in-| And there can be no doubt that| the poor devils have multiple ail- 


terest on the part of both Big | 


Business and Big Labor.” 

Tonight, as we glance over the | 
blacked out city, a footnote on to- 
getherness seems too appropriate 
to overlook. 

The coal operators and the min- 
ers certainly cannot now be ac- 
cused of having much sense of to- 
getherness; yet in a peculiar and 
unpleasant fashion they are hav- 
ing togetherness thrust upon them. 
For the simple fact is that whether 
Mr. Lewis beats the government 
to its knees or the government 
plucks Mr. Lewis’ eyebrows clean, 
cOai miners and coal operators are 
riding the slide to oblivion — to- 
gether. 

It is close to the height of irony 
that coal operators should be set- 


last year’s strike and this year’s | 


| will further narrow the number of | 


those who will depend on coal. 
Here is a perfect instance in 
which no matter who wins the in- 


|ternecine strife, all concerned will 


suffer a severe defeat. 
of the wages paid per hour, the 
actual income of the miners de- 
pends on the effective demand for 
coal, a demand which takes a 
sharp and permanent decline 
every time the flow of the product 
to its customers is interrupted. Mr. 
Lewis and his miners could, we 
believe, have gained far more in 
the long run by investing a frac-| 
tion of the money they will ex- | 
pend on the strike, in helping to 
revitalize the market for the pee) 


Regardless 


|}uct they mine. 


ments. 


Non Sequitur Dept. 

The palm this week goes to 
Weber & Heilbroner, New York 
retail chain, for this stirring bit 
of real life in copy: 

“The rain was pelting down and | 
the wind was blowing like mad. | 


He was wearing his dashing Aqua- | sion for thanksgiving by listen- | dianapolis and Omaha are the  >U! 


tog and so was she. And the storm | 
blew them together. Naturally it| 
was love at first sight. 
tog, self-lined for double protec- | 
tion, is water-repellent, and 
tailored in wide, sweeping raglan | 
fashion. . .” 


Jottings 


back to the gaslight era, Charles | 
| Bragin, 1525 W. 12th St., Brooklyn, | proverbial penny for your thoughts 
is beginning to issue some of the) |apparently is 
Frank | | tion. 


paper-backed novels of 


BAL Ub bing 


is strategically | 


| Tousey, 
| century. en is 
Boys of ’76, 
|dom...” 
John Wooster Martin who, in 
his working hours, is managing 
|editor of True Detective and Mas- 
ter Detective for Macfadden, has 
been named chairman of an august 
body called the Youth Study 
Panel of the National Committee 


on Education of the National Ex-| 


change Club. Mr. Martin pio- 
neered in juvenile delinquency 
'control, and is a member of At- 
'torney General Tom Clark’s ad-| 
visory panel on juvenile delin- 
quency. . 


Bristol-Myers, 
Sentry hair dressing in four cities, 
employs some slick copy. Sample: 
“Exception! Sentry 
anteed to keep hair in place when 
'a gal’s fingers start kneading your 
noggin. And they will, brother, | 
they will!” 


In 1907 " Stromberg - Carlson | 


Company, Rochester, offered a 
free catalog to independent tele- 
phone companies who 
out an application form. Last 
week there arrived a request from 
‘the Flathead Independent Tele- 
phone Company, Ronan, Mont. . 

Maxon, Inc., is running an un- 
usual slogan contest, in which 
salesmen for Gooderham & Worts 
enter slogans for William Penn 
| whisky, a G&W product... 


game this year, called the Glass| 


Bowl. .. 

The American Oil Company, 
sponsor of “Professor Quiz” over | 
ABC, dropped all commercials 


for its Thanksgiving broadcast. A 
|cynic wonders if this is an occa- 


fs. .. 
Doubtful Dept.: 


a news release from the Henry W. 
|Grady School of Journalism, Uni- 
versity of Georgia, because in 
| three beauty contests this year, 
|} journalism girls were winners. 


popular at the turn of the | 
“The Liberty | 
r Fighting for Free- 


currently testing | 


is not guar-| 


would fill | 


Toledo will have a post-season | 


“The spirit of | cleansers, 
His Aqua- | Mr. Grady is highly pleased,” says | beverages, and homes and eq 


.| Milwaukee Journal, 
Jantzen copy headlines “All we| Bulletin, 
For any of you who want to get/ do is think of you,” and text says | 
“$5 to $12.50 at most stores.” The 


subject to infla- 


lists businesses, the number of 
| their employes, and their paydays 
_for the month of December. 


| No. 2726. Is the American Dining 
Room Doomed? 

| Believing that the dining room 
is passing out of the architectural 
picture, Crockery & Glass Journal, 
/a Haire publication, has launched 
a campaign to defend the dining 
room as a wholesome factor of 
American family life. This book- 
‘let is a reprint of a special section 
of the publication containing 
articles on the subject. 


No. 2682. 11th Annual Grit Reader 
Survey. 
Brand preferences of its readers, 
_and plans for purchases of various 
household appliances are shown in 
this survey, Grit’s llth annual 
|study. Buying habits and brand 
|preferences among the _ publica- 
tion’s small town reader families 
jare tabulated in the 116-page, 
| spiral bound book. 


No. 2705. 
let. 


This is an analysis of daily and 
Sunday circulation of the Minne- 
apolis Star (evening) and Tribune 
| (morning and Sunday) by coun- 
ties, cities and towns in Minne- 
sota, North Dakota, South Dakota 
|and western Wisconsin, illustrated 
by colored maps. Tabulations in- 
'clude population and number of 
|families, and a page is devoted to 
market data on Minneapolis and 
| Minnesota. 


Circulation Data Book- 


No. 2717. Advertising Builds Con- 
sumer Acceptance for a Prod- 
uct. 


In this folder, House Beautiful 
holds that “all consumer markets 
do not represent equal opportuni- 
ties for any given market.” “L«s- 
ical markets,” the booklet sys, 
“are made up of people who ! .ve 
the capacity for making full us: of 
the product and who have the 
money with which to buy it’ 
Charts indicate who has the 
-money, where savings are con en- 
‘trated, and how House Beau ifw! 
readers stack up as a market 


| No. 2719. Four City Compar 30 
| of Consumer Preferences 
Milwaukee, Philadelphia, 


and _ foods, 
drugs and 


cities, soaps 


toilet 
|ment are the products rep 

in this digest of consumer anal 5& 
made separately in these c 
The studies were made by 
Philadel °“ 
Indianapolis Star . 
Omaha World-Herald, during | + 
and all use the same ques? 
and technique originally de © 
| oped by the “Milwaukee Jot 
Consumer Analysis.” 
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Greater Local News Coverage 


Local news interests have a priority in the columns of 


Houston’s favorite newspaper. Even the exciting new 
Sunday rotogravure magazine is locally written, locally edited. 
News events in and around Houston are covered by The Chronicle’s 
staff of 65 reporters who provide Chronicle readers with the largest 


local coverage of any Houston newspaper. 


Outstanding Editorials 


Thought-provoking, persuasive editorials — on such 


projects as the $55,250,000 Houston city bond issue, 
the $100,000,000 Texas Medical Center (by far greatest west of 
the Mississippi) , and the airport expansion program which will make 
Houston one of America’s foremost aviation centers — have helped 
develop Chronicle reader response and confidence to a new high in 


the South’s largest market. 


The Houston 


hronicle 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


\jThe Chronicle is 


Houston’s 
Leading Newspaper 


FEW GOOD REASONS .. . . at your fingertips 


More of Interest to Women 


Houston brides have a way of submitting their best 
wedding photograph to The Chronicle. That’s because 
brides (and women in general) aspire to be seen and read about in 
The Chronicle more than any other Houston paper. In the aggregate 
— society, fashions and special features — The Chronicle publishes 


more news of interest to women than any other Houston newspaper. 


a S More Columns and Features 


Diversity of top-flight columns and features, as well 
as factual, comprehensive news coverage, help make 
The Chronicle Houston’s leading newspaper. The Chronicle — 
daily and Sunday—publishes more nationally syndicated and locally 
written features than any other Houston paper... still another proof 


of The Chronicle’s leadership and readership in this major market. 


The Houston Market is sold 


when your story is told 
...in The Chronicle 
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Co-op Ad Drive, 
Using 3 Media 


| Derrorr—Hudson Motor Car 
|Company has increased its dealer 
|cooperative advertising to include 
|spot announcements and outdoor 
posters for the first time, accord- 
| ing to M. M. Roberts, manager, 
|advertising and merchandising. 
The company recently released 
its first cooperative ads on the 
1946 model in 60 daily newspapers, 
|followed by newspaper ads in 
|more than 2,500 cities and towns 
| (AA, Oct. 28). A series of map 
ads showing multiple dealer loca- 
itions in metropolitan areas is be- 
ing released in 49 major markets. 
Local Tie-in Spots Used 
The spot announcements pro- 
vide for 45 seconds of transcribed 
promotion of Hudson cars and 15 
seconds for local tie-in announce- 
ment. Twenty-four sheet posters 
in full color are being offered in 


i udson Expands 
| 


NO TYPE} 


USED IN THIS AD 


Anyone, anywhere can set 
type this new, practical way. 
Fast, economical —just the 
thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 
stick. No metal type, no 
messy ink, no impressions 
to pull. Over 75 popular 
type, to select from, each 
packed in a compact, refill- 
able leather: 


ette case. 
New 24-Page Type 
Catalog FREE! 


p a 
ie ws 
1415 ROSCOE ST., CHICAGO 13, ILLINOIS 


the program. 

Mr. Roberts said that 
| papers, radio spots and 24-sheet 
| posters will continue to be the 
| backbone of the Hudson distribu- 
|tor-dealer local cooperative ad- 
| Vertising program.” 

Brooke, Smith, French & Dor- 
rance handles the account. 


Mactadden Boosts Kimmel 


Esther Kimmel, consulting edi- 
tor of True Story’s homemaker 
department since 1942, has been 
appointed director of home eco- 
nomics for Macfadden Publica- 
tions. She will be in complete 
charge of all home economics ma- 
terial published in the nine Mac- 
fadden magazines, which include 
Photoplay, Radio Mirror, True Ex- 
periences, True Love & Romance, 
True Romances and True Story. 


Names Rodgers & Brown 
The Harrison Company, New 
York coffee importer, roaster and 
processor, has appointed Rodgers 
& Brown to handle forthcoming 
consumer and business paper ad- 
vertising, breaking next month. 
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Gimbel’s ad director, Bernice Fitz-Gibbon, will be one of fiv 
“key women of the year” to be honored by the fashion div. of th: 
Federation of Jewish Philanthropies of New York at a dinner Dex 
11 at the Ritz Carlton Hotel. The dinner is in behalf of the Fed 
eration’s $12,000,000 fund drive to support 116 member hospital 
and welfare agencies. . . Parade Publisher Arthur H. Motley wi! 
be chairman of the publishing group’s drive for funds to financ: 
USO’s program for another year. The publishers’ goal is $51,000. . 

Harold Aarons, head of the Detroit agency, Aarons, Sill & Caro 
plays host to a party of six Detroit business men at his huntin 
lodge in the Nov. 26 issue of Look. . . ; 

Chem Terry, announcer for WBAP-KGKO (operated jointly b: 
the Dallas News and Fort Worth Star-Telegram) was married No\ 
4 in Dallas to Lois McBride of Willson-Carraway Advertising, For 
Worth. .. Don Belding of Foote, Cone & Belding, Los Angeles, wi! 
be principal speaker at the annual membership meeting of the 
Dallas Citizens Council on Dec. 6.. . 

The next time you see Jake Sawyer, head of Sawyer-Ferguson- 
Walker, the newspaper representative, be sure to call him colone! 
Jake was made an honorary colonel of the Gary All-Out Ameri- 
cans—a teen-age group—while he was in Gary Nov. 11 for the 
newspaper promotion men’s meeting, and was so pleased he in- 
sisted on delivering a fatherly kiss to the twelve-year-old wh« 
made the presentation. . . 

In addition to cooking up presentations for prospective clients and 
boiling down the tendency toward ambiguity in neophite copy- 
writers, Lou Maxon, head of Maxon, Inc., Detroit, has shown his 
actual culinary skill in a cooking demonstration. He was one of 
several business leaders appearing before J. L. Hudson Company’s 
home advisory bureau audiences to show how to prepare favorite 
dishes. . . 


‘'TIMES' FETES AUTO INDUSTRY—Detroiters who were entertained by Brig. 

Gen. J. O. Adler, vice-president of the New York Times, at the IIth annual 

Times luncheon for automotive executives included, from left: B. E. Hutchinson, 

vice-president and chairman of the finance committee, Chrysler Corp.; Malcolm 

Bingay, editorial director Detroit Free Press, and C. L. McCuen, vice-president 

of General Motors. At right is Harold Hall, business manager of the New 
York Times. 


Meyer Gold, partner in the Manson-Gold ad agency, is back 
home in Minneapolis after attending the convention of the Nationa! 
Association of Transportation Advertisers in New Orleans, to which 
he gave some plans for improving car cards. . . 

General chairman of the 1947 Cinciama golf party is R. O. 
Whitaker of Good Housekeeping, who plans to make the even! 
even more successful than the one held last June. The Cinciam: 
group is composed of some 80 magazine advertising sales repre 
sentatives who cover the Cincinnati and southern Ohio territor) 
and the party is given each year to entertain execs of ad agencit 
and manufacturers in the area... 

Edwin B. Self, ad manager of Jos. Schlitz Brewing Co., Mi'- 
waukee, has resigned and moved to California, where he intenc- 
to devote his time to being an author. On the day of his resigne- 
tion he received a wire from Herald Publishing Co., New Yor 
saying that his first novel, “Limbo City,” a story of hop pickers 
the West, would be published in December. . . 

Four members of the Milwaukee Sales Executives Club journeys | 
to Atlanta recently to show the Sales Executives Club there “h« 
to make a sales presentation stay presented.” The Milwaukeea 
were James E. Dornoff, sales mgr. of the automotive div. of Pa ° 
Oil Co.; Al Herr, head of his own ad agency; Richard Koehn, M 
waukee mgr. of New York Life Insurance Co., and Les Falk, m« 
chandise sales mgr. of Wisconsin Ice & Coal Co... 

Jim Bishop, public relations director of Hixson-O’Donnell A - 
vertising, Los Angeles, has been appointed task force director 
the traffic safety campaign to be conducted next year by the | 
Angeles Advertising Club. He planned and organized the hig! 
successful traffic safety campaign executed in Los Angeles in | 
cember, 1945, which resulted in a 5-day New Year “holiday fr 
traffic deaths.” Following this, he wrote a 150-page handbook, n 
being used throughout the country by ad clubs and Safety Coun 
officials. . . 

Texas’ newly elected top state officers all have press or rac 
affiliations. Governor-elect Beauford Jester is principal owner 
the new station, KWTX, Waco; his lieutenant-governor-elect, All 
Shivers, is associated with KFDM, Beaumont, and the new : 
torney general, Price Daniel Jr., is owner of the Vindicator, 
weekly published at Liberty. ;. 

The board of the Financial Advertisers Association has conferr 
a life membership in the association upon Marvin E. Holderne: 
who will retire soon as vice-president of the First National Ba! 
St. Louis. Mr. Holderness was one of the founders of the assoc! ~ 
tion and its second president, and is now a member of the sen 
advisory council. . . 
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BELOW ARE the preliminary sketches for a tele- 
vision commercial. 


Finished up, transferred to film, and co-ordinated 
with a spoken commentary, sound effects, and mu- 
sic... you have an unusual and hard-selling part 
of a television broadcast for Trushay. 


Young & Rubicam is now producing television 
shows for The Borden Company, Gulf Oil Corpo- 
ration, and for Bristol-Myers’ Minit-Rub and 
Trushay. 


selling through Television 


By establishing a television department several 
years ago, Young & Rubicam anticipated the use 
of this new medium; has built a firm foundation 
of knowledge about audio-visual entertainment... 


And, even more important, about audio-visual 


selling. 

YOUNG & RUBICAM, INC. 

ADVERTISING + New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto « Mexico City London 
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ANNOUNCER... THIS IS THE STORY 
OF ARTHUR THE AUTOMOBILE... 


ARTHUR WAS NO ORDINARY AUTO — 
HE HAD FEELINGS— AND HE WAS 
FEELING BAD RIGHT NOW... 


SO WAS THE GIRL 
WHO OWNED ARTHUR 


IT SEEMS THIS LITTLE PRETTY ie 2 
COULD NEVER GET TOGETHER 
WITH A MAN! 


A p>, § 


THAT MADE ARTHUR SO UNHAPPY 
THAT EVEN HIS HORN DIDN'T 
GWE A HOOT! 


AND THE REASON FOR THIS 
SORROW ? WELL,LOOK AT 
OUR LITTLE LADY'S HANDS! 


AND WHEN A FELLOW HOLDS 
A GIRUS ROUGH AND UNROMANTIC 


IT WAS UP 10 ARTHUR THE AUTOMOBILE 
TO DO SOMETHING, SO HE STALLED ONE 
DAY IN FRONT OF YOU KNOW WHAT! 


HANDS — SO LONG, BROTHER | 


| 


OUR GAL TOOK THE HINT AND 
BOUGHT SOME TRUSHAY, THE 
BEFOREHAND LOTION! 


SO SHE USED IT BEFORE 
SHE DID HER DISHES — 


BEFORE SHE DID HER 
LIGHT LAUNDRY — 


‘CAUSE TRUSHAY GUARDS HANDS 
EVEN IN HOT SOAPY WATER! 


| . 
¢ 


1 — — - 
| TS eae 
ie? ae 7 E 
‘ND JT WASN'T LONG, THANKS THAT SHE GoT THIS! HE WAS SO HAPPY THAT AFTER 
To THis — AND WHAT ABOUT ARTHUR THEY ALLED HIM WITH GAS HE 


WENT FLYING UP THE STREET. YOU 
WOULD 100, IF YOU HAD A TANKFUL! 


THE AVTOMOBILE 7 


SO THE MORAL TO OUR STORY IS- ; 
EVEN IF YOU HAVEN'T AN AUTO- ig . 
YOU AUT-TO TRY TRUSHAY! a 
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Combines Ads, Publicity | ‘Record’ Ups Anderson 


American Viscose Corporation, J. C. Anderson, national adver- 
New York, has consolidated adver-|tising manager of the Record, 
tising and publicity departments|Kitchener, Ont., has been ap- : 
into a public relations department, | pointed advertising manager, suc- _— he get RP gs = ae vl 5 ide 
headed by Charles W. Rice, for-|ceeding T. H. Kay, who has been - , : 


a : have appointed James C. Fortune 
mer advertising manager. ‘made business manager. advertising and merchandising di- 


rector, succeeding Theodore Wood, 
who has retired. 

Mr. Fortune has been with the 
companies since 1944, following 
two years’ service in the armed 
forces. Formerly he was sales and 
advertising manager of the textile 
firm of W. E. McKay Co. 


Color Dynamics Drive 
Tied in with Movie 
Pittsburgh Plate Glass Company, 
in a merchandising tie-up of its 
campaign on color dynamics with 
the promotion of “Duel in the 
Sun,” a David O. Selznick movie, 
has released a series of four-color 
ads in December issues of Ameri- 
can Home, Better Homes & Gar- 
dens, House Beautiful and Fortune. 
In addition, the company will use 
two different types of window dis- 
plays, window cards and mats, 
and special feature stories in 
newspapers and magazines. 


Fortune Named Director 
of Rayon Advertising 


American Bemberg Corporation 


To 
Reach 


COUNTY 
AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 


Use 
Getter FARMING 
METHODS 


WATT Publishing Co., MOUNT MORRIS, ILL. 


Reach the men whose 
“NOD” may outsell 
your best salesmen 
The men who read, re- 
member, and respond to 
Better Farming Methods— 
for 18 years their busi- 
ness magazine. 

15,000 CCA Circulation 
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Top 10 Advertisers 
Spent 51% on Nets 
in ‘45, NBC Finds 


86 of 100 Leaders, 
Minus Distillers, 
Are Using Medium 


NEw YorK—The ten largest ad- 
vertisers spent 51.5% of their total 
three-media budget (newspapers, 
magazines and network radio) in 
the radio medium in 1945, accord- 
ing to a study made by National 
Broadcasting Company under the 
supervision of Hugh M. Beville 
Jr., director of research. 

Network radio expenditures of 
the top 10 were $61,923,695 of a 
three-media total of $120,308,170, 
NBC shows. In contrast, the top 
10 for 1940 spent $38,194,808 on 
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NEW YORK-—100 Ave. of the Americas 
CHICAGO—209 S. Jefferson Street 


of binders. They are easy to use and economical 


to keep up to date. There’s a National for every 


FR EE Our New Cover Catalog is your guide 
to a perfect cover for your Catalog or Sales 
Manual. A copy will be sent upon request. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 
BOSTON—45 Franklin Street 
SAN FRANCISCO-747 Rialto Bldg. 
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network radio time, or 37.9% of 
their three-media total for that 
year of $100,900,838. In 1930 or ly 
seven of the 10 leaders were in 
network radio. Their expenditure 
for time in this medium in that 
year was $3,336,392 or 4.2% of 
their three-media total of $7:.- 
456,464. 

Thus, NBC points out, the lea 
ing 10 increased their netwo 
time expenditures 1,045% in 19: 
and 1,756% in 1945 from the 193 
level, and 62% between 1940 ai 
1945. 


ac“coRn 


Totals Go Up 


Among the 100 leading adver- 
tisers in the three media—exclud- 
ing liquor advertisers—48 used 
network radio in 1930, 69 in 1940, 
and 86 in 1945. These increased 
their combined network radio time 
expenditures from $14,264,188 in 
1930 to $82,893,457 in 1940 to 
$147,847,120 in 1945, or a gain of 
481% in 1940 over 1930 and of 
936% in 1945 over 1930. 

Among the top 100, network 
radio time rose from 6.6% of the 
three-media total in 1930 to 35.6% 
in 1940 to 45.1% in 1945. 

An interesting fact in the NBC 
study is that Procter & Gamble, 
which rose from 10th in the three- 
media list in 1930 with a total of 
$5,667,668, to first in 1945 with 
| $23,345,582, boosted its network 
| time expenditure in this period 
‘from $255,168 to $14,927,108. 


How Others Ranked 


Others among the top 10 which 
spent more than half of their 
three-media totals in network 
radio time in 1945 were General 
|Foods, Sterling Drug, General 
| Mills, and American Home Prod- 
jucts. In addition, Lever Bros., 
| Colgate-Palmolive Peet and Bris- 
|tol-Myers spent more than 40% 
j}each in this medium. General 
| Electric devoted to it $3,642,000 of 
/a total of $8,856,000. General 
| Motors, however, which ranked 
second to P&G, spent only $1,158,- 
/000 of its three-media total of 
| $15,616,000 in network radio. 

In 1930 only one advertiser— 
Pepsodent Company—was listed as 
/spending more than $1,000,000 in 
|network radio time. Pepsodent at 
that time ranked 33rd in the three- 
media list, with $1,899,000, of 
which $1,219,000 went to network 
radio. The network radio leader 
among the 1930 top 10 was Ameri- 
can Tobacco, with $842,020. 


Increases Copy Rates 


Des Moines Register and Trib- 
une has increased its carrier boy 
|delivery rate in Des Moines from 
'40 to 45 cents a week for com- 
| bined morning, evening and Sun- 
|day papers. The rate for street 
|lsales has been increased from 
| three to five cents. 


ELEMENTARY 


Oil in the ground keeps a spe: 
ized group of petroleum people | 
getting it out . . . produced, in o 
words. The O1 WEEKLY is spe 
ized for this group of producers. 
Oil that goes to market in a var 
of guises keeps another special 


group of petroleum people busy ¢ ' 
ting it processed . . . in short, refir 
PETROLEUM REFINER is speciali 
for this group of refiners. 

If you are looking for top cover 
of either of these world-wide grou 
study carefully paragraph 10 of 
the ABC statements in the oil field 


The Gulf Publishing Compe: 
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One of America’s Foremost Photogaphers 


if you want direct color 
photography, the 
answer is Edword Pats 
ton, His small stature 
and soft British accent 
belie the terrific punch 
he corries in his color 
camera. Rather then 


a lirnit himself, he is the 
Ra master of oll types 


‘ of advertising photog 


EDWARD PATSTON 
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VIRGINIA KAVANAGH 
Photo by George Greb 


MADELON MASON 
Photo by George Hurrell & 


Pretty... plus! 


Of the making of calendars, there is no 
end. Of pretty girl calendars, ditto... from 
Mona Lisa reproductions to the 98% nude 
jobs that ogle the boys in the boiler factory. 

“Dr. Pepper’’, the soft drink leader in 
the South, and spreading like a Southern 
accent, wanted a pretty girl calendar that 
was—well, different. We began, as usual, 
with the audience. 

Among parents with unimpaired ears, 
it is no secret that in the junior jukebox 
set which swigs millions of gallons of “Dr. 
Pepper”’ per season... pretty models are 
celebrities, and modeling a much more 
glamorous career than ushing in a movie 
or selling candy in the five-and-ten...And 
photography among teen-age intelligentsia 
is a runner-up to swing. 


; with such basic data, we asked 
six Well-known photographers to contribute 
favorite shots of their favorite models... 
reproduced models in full colors, with the 
photographers’ pans and plugs in black. 
Model and maestro put personality and 
news into calendar pages that got a lot of 
looking and extra discussion . . . plus plenty 
of advertising for ‘‘Dr. Pepper’’. 

Lots of lithographers print pretty girl 
pictures... but only ideas make displays 
do more than fill space, deserve more 
than a passing glance. If you like displays 
that do more business, we’d like to do 
business with you. 


Cinson-freeman Co., iwc. 


Pretty Plus Lithographers 
Starr & Borden Aves., Long Island City, N.Y. 


EDITH LUCE 
Photo by John Rawlings 
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What this pair wants most 
is an apartment... 


What Nellie wants most 
is a figure... 


You get more of what you want in 


you build your promotion around the 


OU get more of what you want in Chicago 

when you build your promotion around 
the Chicago newspaper which gives your 
best customers and prospects more of what 
they want. 

Chicago's predilection for the Tribune's 
forthright reporting and its vigorous stand in 
the public interest has built for this newspaper 
a full-community following which includes the 
people who account for the bulk of the buy- 
ing at retail here. 

Every day of the week, in every neighbor- 
hood and suburb of Chicago, the vital editor- 
ial qualities of the Tribune make it the news- 
paper bought, read and bought from here as 
is no other. 

On weekdays, the Tribune sells from 530,000 


to 765,000 more copies than other Chicago 
daily newspapers. On Sundays, the big 10- 
section Tribune sells from 350,000 to 1,030,000 
more copies than other Chicago Sunday news- 
papers. 

The Tribune is the only newspaper which 
delivers the equivalent of majority coverage 
of all the families in Chicago and suburbs. !n 
addition, its strong appeal to forward-looking 
families thruout the five central states makes 
it ‘a regional medium noted for its ability to 
build brand preference and win dealer sup- 
port in cities and towns in the rich territory 
adjacent to Chicago. 

The willingness of stores to stock, display and 


get behind Tribune-promoted products stems | 
from their familiarity with the Tribune's ability | 


MEMBER AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND 
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Wider Vistribution ? 


over? 


Faster turn 


More sales? 


a? 
Better outlets: 


Greater dealer support? 


What do yo¥ want most, 
Mr. Advertiser? 


What Carlton wants most 
is a best seller... 


Chicago when 


Chicago Tribune 


jo |. to move goods from their shelves and counters. 
O- When you can have more, why take less? 
00 To get more of what you want from your 
ys- | Operations in Chicago, with greatest economy 

and effectiveness, build your promotion around 
ch | the Tribune, the newspaper more people read 
and want. Rates per 100,000 circulation are 
among the lowest in America. 


Chicago Tribune 


October average net paid total circulation: 
Daily, Over 1,100,000 
Sunday, Over 1,500,000 


ND METROPOLITAN SUNDAY NEWSPAPERS, INC. & 
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‘Charter’ NBC 
Stations Given 
20-Year Plaques 


NEw YorK—Large bronze 
plaques emblematic of 20 years of 
affiliation with the National Broad- 
casting Company have gone out to 
six “charter” stations of the net- 
work in the past fortnight. In 
three cases, the plaques were pre- 


CAR 


CARD ADVERTISERS! 
SEND FOR “ 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


‘CARDISPLAY’. 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, MINN. 


_ 


sented by NBC officials at dinners 
honoring the stations in their 
home cities. 

Recipients of the commemora- 
tive shields are WWJ, the Detroit 


| News station; WDAF, the Kansas 
|City Star station; KSD, 


the St. 
Louis Post-Dispatch station; 
WTIC, Hartford, Conn.; WJAR, 
Providence, R. I., and WCSH, 
Portland, Me. 

(Of the 19 stations originally 
affiliated with NBC, nine remain. 
Three of these are now owned by 
the network.) 

Niles Trammell, NBC president, 
spoke at a dinner in Hartford 
honoring WTIC. Radio’s wide- 
spread acceptance in the U. S., he 
said, is due in large degree to the 
voluntary assumption by the 
broadcasters of their social re- 


sponsibility. He contended that 
while radio’s primary obligation as 
a mass medium is to the majority 
of people, broadcasters also take 
great pains to serve minority 
groups. 

Other dinners honoring affiliates 
were held in Portland and Provi- 
dence. 


Two Appoint Buckley 


Earle A. Buckley Organization, 
Philadelphia, has been appointed 
to direct the advertising of Clive- 
den Yarns, Philadelphia, manu- 
facturer and seller of knitting 
yarns, and Chester Dairy Supply 
Company, Chester, Pa., manufac- 
turer of dairy machinery. Gen- 
eral magazines and direct mail 
will be used by Cliveden, and 
business papers and direct mail 
by Chester Dairy Supply. 


Ekco Uses Television 


Ekco Products Company, Chi- 
cago, on Nov. 13 televised its line 
of housewares and 
over DuMont’s Station WABD 
originating from the 
studios in the John Wanamaker 
department store in New York. 
The program, entitled “McCracken 
Comes Through,” showed Jim 
McCracken, who had bet his wife 
that he could cook the family 
Thanksgiving dinner, although he 
has had no cooking experience, 
with modern kitchen equipment 
including Ekco products. 


“‘Woman’s Day’ Ups Price 

Starting with the February is- 
sue, Woman's Day, published by 
Stores Publishing Company, New 
York, will increase its per copy 


rate from two cents to five cents. 


L, the home furnishings industry 


its the retailer 
who is BOSS 


and he READS RETAILING 


It’s so very simple: In the home furnishings industry the success of 
your entire selling program hinges on what the retailer thinks and 
does. If he isn’t kept sold, the product isn’t sold — either to him OR 


to the consumer. 


The best time to deliver your message is when he’s most receptive to 
it... when he’s reading the news of his industry and its products. 


The best place to deliver it, is in RETAILING — the industry's only 
NEWSpaper. No other business paper is read so eagerly by so many 
home furnishings retailers, for the news and ads that guide their 


daily decisions. 


So no other business medium you can use can be as influential among 
the nation’s retailers, in assuring the COMPLETE success of your 


home furnishings advertising program. 


oT | y/ 


hg 


“The ONLY 


\ home furnishings 


he 


Pw See, 


” 


hong & 


Paley Op, 
Delivery: 


Published twice weekly — every Monday 
and Thursday. 


22,215 NET PAID ABC circulation for 
June 27th issue. 


One of the Fairchild Family of publications 
that includes Women’s Wear Daily, Daily 
News Record, Men's Wear, Footwear News, 
Fairchild International and Fairchild Blue 
Book Directories. 


RETAILING home furnishings * FAIRCHILD Bldg., 8 E. 13th St., N.Y.C.3 


No. i home furnishings business paper 


for advertising: 


Furniture and Bedding 
Curtains and Draperies 
Decorative Accessories 
Floor Coverings 

China and Glassware 
Lamps and Lighting 
Housewares 

. Major Appliances 

. Radio and Television 


PC ONAMSWN> 


kitchenware | 


station’s | 


Advertising Age, December 2, 1946 


| AT LAST! A CIGARETTE 
| THAT GUARANTEES YOU 


BETTER SMOKING 


OR YOU Bo;T PAY A PaHNT! 


— Sensational New 


ALLIGATOR 


@TMEY RESPECT TOUR THROAT == 


AIR-WASHED—Larus & Brother's new 

Alligator cigaret, ‘'Air-Washed to re- 

move excess tobacco dust’ gets pre- 

liminary test in this 1,000-line copy in 

the Hartford Times. Duane Jones Co., 
New York, is the agency. 


Larus Introduces 
Mild ‘Air-Washed' 
Alligator Cigaret 


RicHMoOND — Newest wrinkle in 
the cigaret field is Larus & Brother 
Company’s Alligator cigaret—“air- 
washed” to eliminate “excess to- 
bacco dust—a proved cause of irri- 
tation.” 

Backed by a 
money-refund guarantee, Alliga- 
tors were introduced in tease! 
advertisements in Hartford, Conn., 
followed up with signs and dealer 
tie-ins. The test cycle was com- 
pleted by scheduling 1,000-line 
newspaper copy which announced, 
“At last! <A cigaret that guaran- 
tees you better smoking—or you 
don’t pay a penny!” 

Larus guarantees smokers will 
prefer Alligator cigarets “for mild- 
ness, for rich, full-bodied flavor, 
for all-round satisfaction,” or 
they’ll get their money back by 
mailing in the empty pack. 

Alligators, copy says, “respect 
your throat.” Throat irritation 
may eome, it continues, “not from 
nicotine .. . not from smoke. . 
but from Tobacco Dust .. . nor- 
mally present in all cut tobaccos.” 
Alligators “carry protection a step 
further by scientifically ‘air-wash- 
ing’ the choice tobacco used in 
these cigarets.” 

Duane Jones Company, 
York, is the agency. 


satisfaction-or- 


New 


Starts New Ad Agency 


Lacher & Stockinger has been 
organized in St. Cloud, Minn., with 
offices in the St. Mary’s building. 
Joe Lacher formerly headed his 
own agency in St. Cloud, and Ed 
Stockinger, recently released from 
the Army air forces, has had pre- 
vious experience in Chamber of 
Commerce management and mail 
order advertising. 


FROM THE OUTSIDE 


@ Although Bayonne is within the 
shadow of Metropolitan New York 
you can’t sell it through the big 
city’s The Bayonne 
Times has 66% more circulation 
among Bayonne families than all 
New York County 


evening newspapers combined. 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 
NEW YORK CHICAGO 
cocaine en 


newspapers. 


and Hudson 
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Chevrolei Signs | 
DuMont Contract 
Via Television 


New YorK—Chevrolet Motor ex- 
ecutives sat down before television 
cameras and a receiver last week 
in DuMont’s station WTTG in 
Washington, D. C. At the same 
time DuMont officials seated them- 
selves before a camera and a re- 
ceiver in their WABD studios in 
New York. Over a closed circuit 
using the Washington - to - New 
York coaxial cable, the two groups 
saw and talked with each other. 

Then, simultaneously, T. H. 
Keating, Chevrolet’s general sales 
manager, and Dr. Allen B. DuMont, 
president of DuMont Laboratories, 
took pens in hand and signed 
counterparts of a contract calling 
for the motor company to sponsor 
a series of one-hour Sunday eve- 
ning television shows on the two 
DuMont stations starting Jan. 12. 

It was the first time a legally 
binding business agreement has 
been simultaneously signed by 
contracting parties, who were more 
than 200 miles apart, through the 
medium of television. 


National Conferences? 


The participants, including 
Henry G. Little, executive vice- 
president of Campbell - Ewald, 
agency for Chevrolet, hailed the 
ceremony as presaging a day when 
television will be used for national 
and international conferences. 

“Today I am in Washington to 
attend a meeting here of Chevro- 
let dealers,” said Nicholas Drey- 
stadt, Chevrolet division general 
manager. ‘When we have Coast- 
to-coast television, meetings in 
different cities can be avoided. I 
could sit at my desk in Detroit; 
dealers throughout the nation could 
assemble at their nearest television 
studio. By closed circuit, such as 
this, I could discuss intimately our 
plans. And they in turn could 
present their problems.” 

Advertising agencies, Mr. Little 
foresaw, could confer with clients 
and map campaigns by television. 
Dr. DuMont envisaged “the day 
when television signals will trav- 
erse the earth,” enabling the heads 
of nations to confer by video. 


French, Cramer Participate 


Cc. J. French, Chevrolet’s adver- 
tising manager, and Leonard F. 
Cramer, DuMont’s executive vice- 
president, also took part in the 
history-making conference. 

Through a process developed 
under the direction of Win Case, 
Campbell-Ewald vice-president in 
charge of television, the separate 


BE RIGHT! 
When You Speak 


When You Write 


with these books by 
JOHN BAKER OPDYCKE 


¢ 4 


SAY WHAT YOU MEAN 


Everyman's guide to correct dic- 
tion and grammar. “A 700-page 
searchlight into error."’ — The 
Philadelphia Record $3.75 


GET IT RIGHT! 


An all-embracing treasury of cor- 

rect English usage. ‘‘No, you can- 

not borrow it!""—Detroit Times 
692 pages. $3,75 


TAKE A LETTER, PLEASE 


A key-manua!l that will help you 
get personality, conviction, and 
sparkle into your letters. “Covers 
the entire subject with amazing 
exhaustiveness.”"—The New York 
Times 489 pages. $2.75 


DON’T SAY IT 


A 20,000-term handbook on spell- 
& pronuncietion, usage, and 
meaning. “‘An invaluable ency- 
clopedia of everyday speech.” 
—Newsweek 850 pages. $3.75 


FUNK & WAGNALLS CO., W. Y. 10 


counterparts of the Chevrolet-Du- 
Mont contract were televised on 
WABD’s monitoring panel simul- 
taneously, “lapping” the two into 
one document bearing both signa- 
tures. The dual picture was then 
filmed as a permanent record. 


Alpha Appoints Agency 

Alpha Mills, Schuylkill Haven, 
Pa., manufacturer of children’s 
knitwear, has appointed Beaumont, 
Heller & Sperling, Reading, Pa., 
to handle its advertising. 


Issues ‘Annual Review’ 


Allis-Chalmers Mfg. Company, 
Milwaukee, has issued its ‘1945 
Annual Review,” which shows the 
company’s engineering accom- 
plishments during the _ closing 
months of the war and the first 
months of the peacetime era. 


Westinghouse Renews 


Westinghouse Electric Corpora- 
tion has signed a 52-week renewal 
with ABC for sponsorship of “Ted 
Malone,” effective Monday, Dec. 


30. Westinghouse will sponsor | 
the program Mondays, Wednes- 
days and Fridays, 10:15-10:30 


a.m., PST, for the first 13 weeks, 
and five times weekly for the re- 
maining 39 weeks of the contract. 
McCann-Erickson is the agency. 


Starts New Line 


Globe-Wernicke Company, Cin- 
cinnati, is producing, in addition 
to its standard lines of office 
equipment, a refrigeration locker 
unit and a new type of sectional 


display assembly for retail auto- 
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mobile accessory stores. The lat- 
ter includes display counters, in- 
terior wall sections and a line 
of other sections built to modular 
dimensions to allow for flexibility. 


Complete line of artists’ materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave., Cen. 3373, Chicago 1 


sufficient 


Wives, yes and a host of other 
women from teen-agers on up, 


read and /ecd the beauty hints in ie 


Holland’s Magazine. In “Time Out 


for Beauty” and other 


columns, helpful suggestions and 
tips on beauty and good grooming 
are given—subjects close to the 


feminine heart. 


are personally interested. 


This is just one of the many fea- 
tures that make Holland’s a vital 
part of the South’s home life... 
and these features add up to just 
one thing... READER INTER- 
EST. It is because of this intense 
reader interest that advertisements 
in Holland’s pay out. When you 
want to reach the select Southern 
homes where income and living 
standards are high—select the 
magazine in which Southerners 


~~ Reena 


“ 


regular 


Wacker Drive, Chicago * 


Branch Offices: 52 Vanderbilt Avenue, New York. * 75 East 
1895 Monroe. Drive, N. £., Atlanta. 


West Coast Representatives: Simpson-Reilly, Lid., Russ Building, 


San Francisco, Calif. 


® Garfield Building, los Angeles, Calif. 
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Luckman Presents 
‘10 Commandments 
for Our Business’ 


NEw YorK—“Ten command- 
ments for our business” were 
listed by Charles Luckman, presi- 
dent of Lever Brothers Company, 
in a cut-in from Boston between 
the second and third acts of the 
“Lux Radio Theater’s” presenta- 
tion of “Mrs. Parkington” on CBS 
Nov. 25. 

Mr. Luckman was addressing 
500 people at a meeting of the 
company’s Quarter Century Club. 

The “commandments,” which, 
he said, express “the ideals and 
obligations of Lever Brothers,” 
are: 

“1. Let us act in good faith 


toward those who buy our prod-. 
Before we leave the market | 


ucts. 
place, let us see that no one has 


“BETTER 
THAN 
AVERAGE”’ 


An Exceptionally 
Well-To-Do-Market 


$43,586,000 in annual retail sales* 
. . » 40,793,000 gross farm dollars* 
$3,887 per family net effective 
buying power* ($274 higher than 
the U.S. average) . . . one of the 
top 620 counties containing 80% 
of your sales potential . . . where 
retail sales are $670* (U.S. av- 
erage is only $579*) for each 
man, woman, and child . . . that 
is McLean County, in the heart 
of Pantagraph Land which in- 
cludes adjacent portions of eight 
equally prosperous counties. 


108,500 wealthy readers (not just 
a city-zone population figure) ... 
The Daily Pantagraph, first and 
alone in Pantagraph Land cover- 
age .. . saturation coverage ina 
much better-than-average market. 


* Copr. 
Buyin 
censed. 


1946, Sales Management Survey of 
Power; further reproduction not li- 


THe! 
THE P 


, gone his way from us without full 
|value, for if we be unfair in our 
exchange, we, too, shall be left 
empty handed. 

“2. Let us deal in justice with 
those who labor, for they must 
find abundance and be satisfied in 
the reward for their strength and 
skill. Unless the bargain be a 
kindly one, surely it will lead 
some to greed, others to hunger, 
and hence the world to strife and 
discord. 

“3. Let us seek great worthi- 


ness in those who are the man- 
agers of our business. As the 
laborer is worthy of his hire, as 
the artist merits the value of his 
artistry, so the managers and cre- 
ators must earn a reward for 
their creations, which bring sparks 
of life to the workwheels of the 
world. 

“4. Out of our prosperity, let 
us provide a fair return to those 
called stockholders, in repayment 
for their seed-money which ripens 
into our harvest. In the doing of 
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this, let us remember that those 
who buy, these who labor and 
those who manage must prosper 
first. Unless this be true through- 
out the years, there can be no 
continuing gain to the stockhold- 
ers. 

“5. Let us be just and equal 
in our dealings with men of all 
races, colors, and creeds—lest, in 
the time of our own weakness we, 
too, become oppressed by the 
mighty. 

“6. Let us provide well for the 


aged and do them honor, lest in 
the autumn of our own lives we 
also fall on days that are dry and 
barren, 


Looks to ‘New World’ 


“7. Let us plan with faith and 
courage for our children. In truth, 
they cannot be the hope of man- 
kind, except as we lay a firm 
foundation for the new world, 
upon which they shall build their 
world when our task is ended. 

“8. Let us faithfully follow in 


THE 
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in the paths of our founding fathers|standing of the Old Testament | Fgfnir Promotes Page Plough Names Rogers | 
we wae oe a own ee Astin ep a is no vision, Raymond M. Page, who has John L. Rogers, former copy | : es | 
ind save eerees ee ORE San ee Woe | SS Paces Pa. been with the Fafnir Bearing| group head of Dancer-Fitzgerald- iy: i 
days of its youth. So too, let us Company, New Britain, Conn.,|Sample, New York, has been ap- : 
seek harmony, for in division we since 1929, has been appointed| pointed advertising manager of ree eat J , chy 
falter, but through unity we thrive McCarthy Named Editor manager of distributor sales, suc-| Plough, Inc., Bement, a post eae — 
+ and grow strong. Anne Raleigh McCarthy, who, ceeding the late Stanley M. Prior. re has been vacant for more 
i, 9. Let us labor with all : syne : ——_—— than two years. ; 
prior to her commission in the . je <i e as 
n- BF our strength for the peace of the) tsnR in 1942, was fashion con-| Langner Opens Office aie 
_— world, for how oe shall mankind | syjtant for Vincent Edwards & Co.,| Julian Langner, formerly as- Buys Woolen Company 
1d, inherit the earth? New York, and after the war re-|sistant Pacific Coast director of} North Star Woolen Mill Com- 
elr 10. Let us lift our eyes to the| turned to the company, has been| British Information Services, has|pany, Minneapolis, has purchased 
future, praying in our hearts that| appointed editor of Sportswear,| opened a public relations office at|the Wakefield (R. I.) Woolen 
in we may be given a deeper under-| now owned by Vincent Edwards.|111 Sutter St., San Francisco. Company plant. 
The turning of phrases has become a very popular and highly 
a i 
profitable vocation in this country of ours. Applied publicity 
ne has made them stick in the minds of the people with foreordained 
x | 
| connotations. 
\ 2 | 
s — For instance there is “take home pay”. 
‘ a nooree: Who gets it? Everyone who works—except that some are per- 
poo? 4 , . 
- mitted to take home a smaller percentage of it than others. 
Oo 4 
0 , » The man with two dependents and a net income of $200,000 a 
© = year, may end up with $51.876 “take home pay”. That isn’t 
: he * . . . 
> _ much in proportion, and it doesn’t get mentioned in the news- 
pike : af _ Greenville is the trading 
o { papers. Neither do his naturally large donations to hospitals and | center for a rich 50 mile 
——- _ other charities, or his sizable personal payroll. GO GE FER TAS Pen be 4 
4 heart of South Carolina’s 
+ We at Chilton feel that management has a public relations duty we ey Se 
nh Sales ($73,645,000"). Green- 
to perform. It should let other divisions of industry know that ville Retail Sales are higher 
C O06, 


it pays its way, just as they do, that its taxes in some cases run as ae eee 


\ — it’s your top market in 
high as 90% of income and that executives as well as others have South Carctias. 


their troubles with “take home pay”. 


Greenuille News 


J ss" CHILTON COMPANY (Ine.) a 


Greenville Trading Area of 
8 Counties With 1945 Re- 
tail Sales of $165,687,000." 


100 East 42nd Street 
New York 17, N. Y. 


Chestnut and 56th Sts. 


2% Philadelphia 39, Pa. e 


\ 


\ 


Total Daily Circulation 
78,931 


Chilton sources and influences are world-wide. 
Together with another publisher Chilton Com- 
pany (Inc.) has an equal interest in Business 
Publishers International Corp., publishing THE 
AMERICAN AUTOMOBILE (Overseas Edition); 
EL AUTOMOVIL AMERICANO; INGENIERIA IN- 
TERNACIONAL INDUSTRIA; INGENIERIA IN- 
TERNACIONAL CONSTRUCCION; and EL FAR- 
MACEUTICO. 


OS a 


Represented Nationally by 


WARD-GRIFFITH COMPANY, INC. 


‘CHILTON 


*Sales Management Ksetimates—1945 
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GREENVILLE 
-« 100, 000 + 


TICAMMOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE © AUTOMOTIVE AND AVIATION INDUSTRIES 
ICE ACTION © THE SPECTATOR PROPERTY INSURANCE REVIEW @ DISTRIBUTION AGE 


a asi: iL at ; j =o > B > % . ‘ , y - pals e ik a 
a eames ee Ema ; i He gt ig a ae ‘ : si cs ae 
ee eS er — — LAST OR RTT EER KY > ig ne i , a ye y oe: Doc ie 5 
4 ~ * - ay i 5 = ‘ \ F 3 ee a : . 3 sii So Ole a _ ited ; ng: ie > y —— ee Ny eins 
b Wine! 
setae oe 
SE cei tlt 
; "ae 
} ad 
f ale 
naan: = Sf actos 
Se 
et rat 
aS ad 
a a 
Si ieee aa 
ae 
Sag aaa 
hs a 
a=’ ai 
1 heb 
Jae 
." id 7 
ana ° 
Pea : 
Le ee 
sitll 
: 
ee 
ae 
t 
‘ar 
i 
(er 
ee 
ee tou 2 
, oe 
2g 
5 o> oe 
; 4 
a apeeacaleal i. Ri 
4 (a 
5 P< . <3 
opr ablees 
oe 
ay 
f es 
Sie rie = 
a ! a 
1st aa aaa 
‘ sky “A, Cana 
“op GR Ie eae 
‘ Sea: 
ee 
eae 
i“ 
Pi 
ot Sae s ti 
ees 
ee eee 
— 
es: 
; Bs 2 
oo 
i = 
aid 
a 
7% 
: aes 
\ ee 
Ns Fae 
a Mei ee 
— Lae ae 
- ‘ . ; 
\ | Bae 
} aay eens 
\ : eee 
. eee 
\ ine 
\ Perici 
Saas 
\ yr tre a 
ae 
mae 
cs. ike 
a 
Bae 
ww q e 
- ¢ 
pe 
4 a Se 
ey 
- me 
4 BS : = ea 
e ve = 
4 ml ‘ Pe sr 
r ris jl 
; ee 
rey are M 
’ Do oe 
| Pe ~.- 
eee 
; ro ee ee . 
‘ i “ ae 
nee eect ~ 
‘we © : q - 1 hi P 
ie - et ile x M 
ie on . = . | a 
, "Ws a . . " ‘. - 
| | ¢ 
, 
-_ 
d i 
‘ 
| | : 
ta 4 ae pao ee F = 
“ied a ee 7 
Ist: y ‘H CAROLI! oe 
é j o I 
| am 
* ‘ ¥ 
2 ? . 3 i e s u =F . " ' - 


24 


European Market 
Being Lost, Export 
Admen Are Warned 


Cuban ‘Embargo’ 
on U. S. Agencies 
Is Denied 


New YorK—Kenneth Collins, 
general manager of the New York 
Herald Tribune’s European edi- 
tion, last week gave the Export 
Advertising Association some ad- 


COLOR PRINTING 
WITHOUT COLOR PLATES 


Use color that will add sales appeal to your 
printing jobs by using our inexpensive eolor 


process. Ask for samples and further information 
about this AMAZING NEW COLORGRAPH 
PROCESS. 


Colorgraph Process Co., 241 E. Illinois St. 
Chicago 11, Ill. Superior 9537 


vice on how to lose a market and 
added that, in Europe, the United 
States seems to be doing just that. 

Said Mr. Collins: Don’t export 
finished goods, don’t send books 
and periodicals abroad, don’t per- 
mit liberal imports, and_ stick 
stoutly to high tariffs—then you 
are well on your way toward los- 
ing the foreign market. 

Mr. Collins, one-time wonder 
boy of the advertising business, 
has had a varied career. He came 
out of World War I as a second 
lieutenant, out of World War II 
as a colonel, serving for a time 
as procurement officer for the 
England-based Eighth and Ninth 
Air Forces, and as reverse lend- 
lease coordinator for the eastern 
states and England. Between wars 
he was successively vice-president 
and publicity director of R. H. 
Macy & Co., assistant to the 
president of Gimbel Bros., assist- 
ant to the general manager of the 
New York Times, and vice-presi- 
dent in charge of merchandising 
for Kudner Agency. 

In Europe, he reported, competi- 
tors are doing a much better sell- 


ing job than American business 
men. The British, Swiss and Bel- 
gians are working on systems bor- 
dering on barter. As a result, re- 
tailers all over the continent are 
beginning to have goods to sell— 
but they aren’t American goods. 


Agencies in Poor Shape 


In Paris, Mr. Collins said, the 
advertising agencies are not in 
good shape. J. Walter Thompson 
Company operates its office prin- 
cipally from London, and other 
American agencies have used 
French agencies to place copy. Mr. 
Collins thinks more _ agencies 
should penetrate the French mar- 
ket, and says the present shortage 
of agencies has led to competitive 
accounts being placed by the same 
agency, such as American Over- 
seas Airways and Trans World 
Airline in Paris. 

But timorous government pol- 
icy, plus cautious exporting by 
business, now imperils a market, 
Mr. Collins declared, which in 
1938 was four times as valuable 
as South America. 


He recalled the influence of 


Germany in prewar Europe, point- 
ing to German business methods 
and the ingenuity used in spread- 
ing ideas through publications 
and textbooks. As a result, Ger- 
many became the core of learn- 
ing and of ideas. Mr. Collins 
thinks the publications now serv- 
ing Europe—Time, Life, News- 
week, Reader’s Digest, the Herald 
Tribune—are doing yeoman work 
to spread American ideas abroad, 
and he wishes there were more 
publications being launched in the 
international field. 

The association also heard Har- 
old D. Mooney, who supervised its 
field study in Buenos Aires. The 
ground work has been completed, 
Mr. Mooney said, and the finished 
work is in progress. Some of the 
highlights of the study: the Ar- 
gentinians were not accustomed to 
researchers asking personal ques- 
tions, and much suspicion had to 
be allayed; no basic data as to 
income, rent or population char- 
acteristics was available, and had 
to be developed; there has been 


In 


SOUTH 


pays off for 


NATIONAL 
ADVERTISERS! 


JERSEY 


The Camden Courier-Post is the only newspaper published in the entire 14-county Philadelphia A.B.C. trading zone that gives 
complete coverage of local Camden and South Jersey news. 


And because people are vitally interested in things and events close at hand, the Courier-Post is the reading choice of 2 out of 
every 3 Camden-area families. In Camden County . . . the most densely populated area in South Jersey . . . its circulation is 
MORE THAN ALL THE PHILADELPHIA DAILIES COMBINED! 


But the intensive coverage of the Courier-Post in the four South Jersey counties of Camden, Burlington, Gloucester and Salem cor- 
taining a community-centered population of nearly a half million people with an effective buying income of $496,315,000* 
wouldn't mean anything unless the Courier-Post offered reader responsiveness. 


What national advertisers think of the Courier-Post is best evidenced by the fact that in 1943 (before newsprint rationing) and 
again in 1944 and in 1945, it carried more general display advertising than appeared in such leading metropolitan dailies as the 
New York Journal-American, Chicago Sun, Detroit Free-Press, Cleveland Plain Dealer and Pittsburgh Post-Gazette. t 


* Sales Management Survey of Buying Power 1946 + Media Records 


For a comprehensive analysis of newspaper coverage in the Philadelphia trading area, write the 
Advertising Department, Camden Courier-Post, Camden, N. J. for a copy of Three Star Market. 


CAMDEN COURIER-POST 


REACHES G6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 


NEW YORK 


CHICAGO 


PHILADELPHIA 


DETROIT 


CLEVELAND 


Toul 


Advertising Age, December 2, 1946 


no census in Buenos Aires since 
1936. 


All Want Autos 


Some other highlights, presented 
as trends since percentages are 
not yet available, were: Very few 
families have automobiles, but all 
want them; a high percentage 
have no refrigeration, with ice 
boxes leading the parade of the 
families which have refrigeration 
facilities; quite a few families 
have sewing machines, but few 
are electrically-driven; department 
stores in Buenos Aires feature 
piece goods and ready-to-wear is 
undeveloped, due in large part 
to plenty of domestic help, still 
fairly cheap; families have irons 
but no washing machines, again 
reflecting the ample supply of 
domestics; families have fans but 
few vacuum cleaners, toasters but 
few coffee makers, 

Dry cereal is almost unknown 
in Argentina, said Mr. Mooney, 
adding that interviewers had to 
be briefed carefully on what a 
dry cereal is, so that they could 
question the polled population 
about it. 

The association also heard that 
rumors of Cuban agencies banding 
together to keep North American 
agencies and advertisers out of 
Cuban markets are unfounded. 
Robert H. Otto, president of the 


agency bearing his name, reported 
|that investigation has proved that 
| the new contract supplied by 
Cuban agencies to the island’s 
|media merely provides for uni- 
| form contracts and seeks to pre- 
vent granting of commissions to 
unaccredited agencies or to direct 
advertisers, but some of Cuba’s 
major advertisers (who have large 
advertising departments, including 
production facilities) are  spe- 
cifically exempted from the ban. 

Mr. Otto reported that the 
Cuban agency group hastened to 
assert it had been misquoted, to 
say its contract is confined ex- 
clusively to local advertising, and 
is not “intended to exclude Ameri- 
can advertisers or agencies.” 


Profit Opens PR Office 


John R. Profit, former adver- 
tising executive of Norte, Latin 
American consumer magazine, has 
formed a Latin American public 
relations group, to be known as 
John R. Profit Associates, at 545 
Fifth Ave., New York. This group 
will specialize in public relations 
for American manufacturers in 
Latin America and will represent 
South and Central American com- 
panies here. Harold T. Riddle, 
former special representative for 
the British government in Latin 
America during the war, will head 
the group’s Mexican office. Irving 
Rosenthal and Hoyt S. Griffith are 
also associated with the group. 


Offers New Typewriter 


Underwood Corporation, New 
York, has entered a new field 
with an all-electric typewriter 


which is now in production in the 
Hartford plant. A limited quan- 
tity will be available shortly after 
Jan. 1. 


EXPORT TRADE 
and SHIPPER 


is the only ABC magazine 
edited for foreign trade exec- 
utives in the United States. 


Export Advertising — Foreign 
Finance — Shipping — Packing 
for Export — Foreign Mer- 
chandising —Exchange—Con- 
sular Regulations are all given 
space in the editorial pages. 


Write for folder 


“Facts About The Men Who Handle 
America’s Foreign Trade.” 


EXPORT TRADE and Shipper 
20 Vesey Street, New York 
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To the proud Dons, poor in their vast 


domains of empty land . . . to the sailing 
ship crews, traders, soldiers, gold-seekers, 
ranchers . . . to the bewhiskered business 
men who stare down solemnly from their 
ancestor portraits . . . the tall towers, 
huge stills and tanks, precise patterns of 
pipe would seem inexplicable and fantastic 
monsters .. . The oil refineries that today 
spatter the San Francisco Bay Area are 
in themselves symbols of the West 
Coast’s industrial coming of age. 

Pre-war, petroleum refining was top 
industry in the Bay Area, with an annual 
production of $112 million .. . expanded 
with Pearl Harbor, is still growing. In 
the first half of ’46, California’s crude 
output was 40% ahead of 1940... And on 
July 1, a new 176 mile long line of 20 inch 
pipe from the Coalinga pools began to 
move 110,000 barrels of crude per day to 
Richmond refineries. 

At San Francisco’s back door are 
backlogs of billions of barrels still in the 
ground. Reserves of Kettleman North 
Dome, Kern, Midway-Sunset, Rio Brava 
and Coalinga alone exceed 750,000,000 
barrels... future insurance for the heavy 
fuels, lubricants, road surfacings, gasoline, 
high octane from Bay Area refineries. 


Low-cost fuel from the nearby 
petroleum and natural gas reserves...and 
cheap power from West Coast watersheds 

.. serve to explain the steady Bay Area 
industrial growth, and sharp current rise 
in new factories— 340 in the first half of 
this year, 148 last year... plus 266 plant 
‘xpansions to July ’46, and 131 in ’45. 

The increase in industrial productivity 


translated into payrolls, 
purchasing power... with the 
war and postwar population influx 
...are significant indices for the national 
advertiser of the new market potentials 
in San Francisco—and the Chronicle. 


Few media are as integral to their 
locale, as indispensible to the advertiser, 
as is The Chronicle in San Francisco. Part 
of the city’s pioneer past, The Chronicle 
is paced to the present—gives probably 
the most comprehensive presentation of 
general news of any paper west of New 
York, invaluable to northern Californians 
who want to be well informed. 

Graduated to more than a local organ, 
it has never lost its local sensitivity. 
Partisan to the Pacific Coast, it never 


VA 


San Francisco Chronicle 


selfish 


interests, its editorial attitude with the 


confuses civic conseience with 


advertising department objectives. 
Reaching one family in three daily 
in the city, one family in four in the 
important suburban commuter counties... 
best business getter for major department 
stores and leading specialty shops . . . used 
by more display advertisers—and by more 
exclusively—than other local papers... 
with long standing leadership in financial 
... The Chronicle not only makes public 
opinion but private purchases in quantity, 
taps the most of the best buying power. 
To make the most progress in one of 
the country’s most promising markets, no 
national advertiser can afford to neglect 
this newspaper! Data and details are 
available from any SFW man... 


SAWYER, FERGUSON, WALKER Co., National Representatives 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Automatic Washer Co. 


Makes Vacuum Cleaners 


Automatic Washer Company, 
| Newton, Ia., has begun the manu- 
ifacture of household vacuum 
|cleaners under a contract with 
|McAllister-Ross Corporation, Chi- 
|cago. The program calls for com- 
|pletion of 10,000 units by the end 
|of December. McAllister- Ross 
|will market the cleaners through 

its 53 distributors in the U. S. and 
Canada. 


‘Review’ Adds Features, 
Changes Format in Jan. 


Beginning with the January, 
1947, issue, The Metals Review, 
published by the American Society 
for Metals, Cleveland, will include 
two new editorial articles review- 
ing recent developments in the 
field, which will be regular month- 


ly features of the publication. Also 
starting with the January issue the 
format will be changed from its 
present tabloid newspaper style to 
) an 8% x 11-inch book of approxi- 
|mately 56 pages per issue. 


Kerr Glass to Miner 


Kerr Glass Mfg. Corporation, 
Los Angeles, manufacturer of 
glass fruit jars, caps, lids and jelly 
glasses, has appointed Dan B. 
Miner Company, Los Angeles, to 
direct its advertising. National 
magazines, farm publications and 
spot radio will be used. 


Lindsay Adds Essex 


Lindsay Advertising Agency, 
New Haven, Conn., has been ap- 
pointed to handle the advertising 
of Essex Mfg. Company, New Lon- 
don, Conn., manufacturer of tubu- 
lar garden furniture. 
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She has a picture 
in her mind... 
inspired by the pages of 

her favorite women’s magazine 


stimulating “mental pictures” 
that move advertising 
into action 


off the pages of McCall's. 


When a woman shops 


critical eye 


for major household things, 
it rarely happens 

that practical ideas 

of utility alone 

will weight the choice 
she'll finally make— 
because, you see 


picture of a domain 


in which she'll reign serene 
and piece by piece 

she'll strive 

to make that picture real. 


Month after month 

skillful in-the-home research 
helps McCall's editors 
implant in more than 
3,500,000 women’s minds 


Deegan Advocates 
Certifying Board 
for PR Entrants 


NEw YorK—Creation of a ccr- 
tifying board to examine and ¢é»p- 
prove entrants into the public 
lations field was advocated 1.5; 
week by Thomas J. Deegan, 
the Chesapeake & Ohio Railw»y 
speaking as a panel member | e- 
fore the Publicity Club of Noy 
York. 

The examiners should includ» g 
member from newspapers, Maza- 
zines, radio, industry and one rep- 
resentative from public relations, 
Mr. Deegan believes. Public reta- 
tions men then will be accredited 
by media and by management, 
the two groups which public re- 
lations people are most concerned 
with selling the importance of 
their function. 

Other members of the panel in- 
cluded W. Howard Chase, Genera] 
Foods Corporation; Kalman Druck, 
Carl Byoir & Associates; Maurice 
Mermey, Baldwin & Mermey, and 
the panel’s moderator, Thomas L 
Cotton, New York Association o! 
Small Loan Companies. 


Recalls Castoria Action 


As in many such sessions, the dis- 
cussion centered on how to shed 
the scales of publicity and don the 
handsomer mantle of public rela- 
tions. In defining the difference, 
Mr. Mermey recalled the strategy 
and action taken when Sterling 
Drug’s Castoria was found to be 


|faulty: Press, radio and adver- 
| tising were employed to urge the 
public to bring back the proprie- 
tary, and stocks were withdrawn 
from the market. / 

Said Mr. Mermey: “The an- 
nouncements in newspapers and 
|radio were publicity; the basic 
decision to call in the stuff and 
withdraw it from the market was 
public relations.” 

In defining basic qualifications 
for entering public relations work 
the panel stuck solidly to tw 
opinions—that candidates must be 
grounded in newspaper work 0! 
comparable experience; that they 
should have experience with the 
particular industry or account 0! 
which they work. 

Mr. Druck reported that he has 
been attempting to work out 
curriculum with the _ business 
school of the College of the Cit) 
|of New York, but with little suc- 
/cess, principally because of dis- 
|agreement as to the proper ele- 
| ments of such a curriculum. 

‘Radio Debate Slated 4 
| Frederic Wakeman, author 0! 
“The Hucksters,”’ and Federa 
;Communications Commissione! 
| Clifford Durr will speak for ‘he 
negative and Mark Woods, presi- 
dent of American Broadcasting 
Company, will uphold the affir 
tive side in a debate on “Is rad 
serving the public interest?” 
ABC’s broadcast of “Amer 
Town Meeting” Dec. 12. A sec 
speaker for the affirmative sid 
still to be named. 
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WISCONSIN'S DAIRY 
MARKET 


The Sheboygan Press with its «' 
culation of 23,197 ABC circul: 
in the heart of Wisconsin, one '! 
the best dairy sections of a gr |! 
dairy state. Sheboygan county 
listed as the greatest dairy cen 
in the United States. When » 
buy space in The Sheboygan Pt 
you are reaching a great mark 


THE SHEBOYGAN PRES 
Nh = SHEBOYGAN, WIS. _ 
Bi cars -~ 
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$95,000,000 is a lot of spending money to 
have left after paying taxes, but that’s how it 
is in Redbook, Minnesota. And it flows 
freely, the year ’round, too! 

Only a group of young, free-spending 
families like these would lay $15,000,000 on 
the line for food in addition to all the food 


they produce at home. 


Despite their obvious good health and 


rosy cheeks, their drug store bill amounts to 


Lyren at 4O’ below, spending-money és 


$2,000,000 annually — or maybe that’s what 
helps them keep healthy and good-looking. 


91% of these families own cars and 
they’re anxiously awaiting a chance to buy 


new ones. 


$69 certainly is a low pro-rata page cost 
to reach this $95,000,000 Redbook, Minne- 
sota market — 30,000 free-spending fami- 
lies 12 times a year for $828. Redbook be- 


longs on your schedule. 


Send for the Redbook State-by-State analysis of family buying power. Write or phone 


Redbook, 444 Madison Avenue, New York 22, N. Y. 


' 
. 


not frozen ta RLDEO UK, Minnesota! 


REDBOOK NATIONAL SHOW 
HAS A 
$4,000,000 BOX-OFFICE! 


Yes sir, that’s what the young free-spending 
families of Redbook pay to make sure of seeing 
this outstanding array of entertainment every 
month. You can make it your show, too — 12 
times a year in full black-and-white pages 
for $44,100. 
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Approve Atlas Deal 

Stockholders of Musicraft Re-| 
cording Corporation, New York, | 
have approved the agreement en- 


| 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1Minois 


‘the Atlas: Corporation, New York,|after the first of the year 


tered into by the corporation with|campaign, scheduled to run soon 
in 
whereby Atlas is acquiring a sub-|southern California newspapers, 
stantial financial interest in| will appear in both color and 


/Musicraft Recording Corporation. | black and white. Davis & Beaven, 


Atlas already owns 100% of the} Los Angeles, is the agency. 
capital stock of Musicraft Records, | ee 


Inc. ‘Heads Suggestion Group 


J. M. Jerpe, supervisor of the 
suggestion plan at General Motors 
Corporation, Detroit, has been 
elected president of the National 


Sylmar Readies Drive 


Sylmar Packing Corporation, 
Los Angeles, packer of ripe olives 
and chopped ripe olives, is plan- 
ning a campaign on Sylmar) Other officers are: F. A. Denz, 
chopped ripe olives. The initial! Remington Rand, New York, vice- 


|and secretary of the company since 


| Association of Suggestion Systems. | president. John W. Hanlon, assis- 
| Sones secretary, has been elected to 


Advertising Age, December 2, 194: 


president;, H. F. Foley, Peoples 
Gas Light & Coke Company, Chi- 
cago, executive secretary, and C. A. 
Gueutal, Abbott Laboratories, 
North Chicago, treasurer. 


Staley to Promote 
Sta-Flo Starch 
in 32 Markets 


DeEcaTurR, ILLt.—A. E. Staley Mfe. 
Company, following a_ successfu] 
test campaign of Sta-Flo liquid 
laundry starch in Indianapolis la 
summer (AA, June 3), _ hi 
launched a campaign in new 
papers in 11 cities and will es 
pand it in 20 more next year. 


American Tobacco Elects 

Richard J. Boylan, director of 
purchases of American Tobacco 
Company, New York, for 20 years, 


| 
| 


= =i uy " “ 
4 


1928, has been elected a vice- 


succeed Mr. Boylan as secretary. 
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(as in 1940, before the wartime 


suspension of gold mining) 


INERS have been extracting mineral riches (an average 45% 
of California’s total) from Beeline earth since ‘48. . . 
the first Mother Lode gold lay in James Marshall’s calloused palm. 


Nowadays mining is big business in the area covered by the 
Beeline stations. Scientific, modern methods have replaced the pan 
Quicksilver, iron and tungsten ores — 60 
different minerals — are mined in Beeline mountains and valleys. 
That’s another reason why this area is a treasure trove of purchasing 
power — A TWO BILLION DOLLAR MARKET. 


What is the Beeline? Not a chain or regional network but a 
group of five long established key stations, each the favorite in its 
own community .. . combined for national spot business and 
providing primary coverage of a 42 county market that rivals Los 
Angeles in population and tops San Francisco and Seattle combined is 


and wooden cradle. 


in retail sales. 


The Beeline’s mineral righ mountains define the market . . 


when 


clearance problems. 


“ 7 © 
\4 : 


‘ iN 
Bakersfield (CBS) 


Established 1931 
. wall itd 


it away from effective penetration by outside radio. Beeline stations 


— operated from INSIDE the mountain barriers —do a top notch 


selling job. 


Sacramento, California 


Stockton (ABC) 
Established 19213 
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oto courtesy Walter W. Bradley, California State Mineralogist 
.«e MINING again will add $70,000,000 


in annual buying power 


5 BEELINE Stations | 


Each station in the BEELINE Group (not a network or chain) 
is dominant in its community, powered for THOROUGH 
COVERAGE. These stations TOGETHER blanket California’s 
mountain ringed central valleys, plus Reno and wealthy 
western Nevada. Use all 5 at combination rates. Choose 
best availabilities on each station without line costs or 


KOR 
Reno. NBC. Established 1928. The oldest station in 
western Nevada. KOH “delivers” from 86% to 98% 
of the Reno audience 18 hours daily. Primary area 
coverage in 12 counties. 1,000 watts . 


bc ¢ 4 | 
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Paul H. Raymer Co., National Representative 


In each city where Sta-Flo 
introduced, the campaign open; 
with a half-page full-color comic 
section advertisement, followed by 
five one-third page insertions over 
a three-month period. The liquid 30m 
product, containing bluing and the § Bie 
necessary ironing aids, is pro- 
moted as a time-saving new-type 
starch that does not have to be 
mixed, cooked or boiled. 

The Indianapolis test, of satura- 
tion type, included four-color 
comic section advertising in the 
Indianapolis Star and Muncie 
Star, plus five-day participation 
programs on Stations WIBC and 
WIRE, and spots on WFBM and 
WISH, Indianapolis. Officials say 
that after the brief campaign in 
June, demand continued at a high 
level for several months before the 
new campaign was launched, 

Ads feature a trial offer which 
provides that a dissatisfied house- 
wife can receive her money back 
if she does not use more of the 
liquid starch than indicated by a 
line on the label. 

The drive will be expanded as 
fast as Staley can open bottling 
plants in various cities and obtain 
bottles. The first 32 cities sched- 
uled for distribution are in the 
Southwest and east of the Missis- 
sippi. National distribution is 
planned later. 

The company plans a $15,000,- 
000 modernization and expansion 
program for its corn refinery plant, 
to be devoted largely to produc- 
tion of Sweetose syrup. Remainder 
of the additional capacity will be 
devoied to Staley’s special 
starches, including vroducts used 
in the textile, paper and other in- 
dustries. 

Hill Blackett & Co., 
handles the account. 
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Three Name Issacson 


Parkton Sportswear, Inc., man- 
ufacturer of slacks for men; Re- 


gent Park, Inc., manufacturer §f] 
of sports jackets for men, andj 
Simplon Silks, Inc., all in New 


York, have named Robert Isaacson 
Associates, New York, to handle 
their advertising. 


College Inn Names Tevis 


Paul F. Tevis, general sales 
/manager of the food division of 
College Inn Food Products Com- 
|/pany, Chicago, has been named 
vice-president in charge of sales. 


500,000 


STOCK PHOTO 


. . 630 ke. 


7 7 


} > 


sj 
Fresno (NBC) 
Established 1922 


Secramette (ABC) 
Established 1922 
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DEFINITELY THE 


MORE ADVERTISERS USE MORE SPACE IN FIELD & STREAM 


The real leader in any field gets to be the 


leader by demonstrating ability. 
Advertisers consistently make Field & 
Stream Number One on their lists year after 
year because sales traceable to this magazine 
prove that it reaches the key sportsmen. 


These are the men with money to spend, the 


THAN IN ANY OTHER OUTDOOR MAGAZINE! 


men who know from experience the best 
products to buy and recommend. 

It is interesting to note that this magazine’s 
lead over the field has been greatly increased 
the first nine months of this year over 1945. 
If RESULTS are what you want, you want 
Field & Stream! 


AMERICA’S NUMBER ONKP 
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CIRCULATION SOARING 


Field & Stream’s circulation — 
the cream of the crop—has 
grown soundly, steadily, over 
the years in pace with the 
greatly increased interest in 
outdoor sports. Held back by 
paper restrictions during the 
war, circulation has again 


started a rapid climb. 


In practically every important advertising classification, 
Field & Stream leads the field! For example, Field & Stream carries more 


' sporting goods advertising than any other outdoor magazine. 


bPORTSMAN’S MAGAZINE 
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. campaign. |tients were told by their physi- i i ‘ 
Meat Institute The forthcoming copy which | cians not to eat meat for various | Chus a Potential Loss ease aaa Ga “d ical As 
will be employed on behalf of the|reasons then considered sound. | Becomes Man’s Gain tensive uses of protein b $i o* spe 
' . meat packing industry will be a/But the condition of patients de- | Only 4 few of che many grass and grasses pro body and the fact that the et ™ hdd 
M 4] f) natural outgrowth of the program | nied meat because of high blood | duced s0 abundantly vm our felds are edible for of meat is a “complete a ‘in @ messag 
aps rive set up in 1940. At that time the |pressure, kidney ailments, preg- | Sedictias sxlems ston guqnen names because it sesallan the sient bee 
Maison staff prepared a “short nancy, etc., often actually became | pasate se amino acids in essentially inf 
. . . course” on meat and assembled a/worse as a result of protein de-| them and curect hess mcrens, these graces snd ; . — In 
as ; p cine bed wibal ons Gaalaacni en. iright proportions, and because 
in e ida ie source book of nutritional data|privation caused by this denial. | Meu producing omenic anumals convert dis 'meat protein is able to satisfy §; 
for admen who were to carry the | potential loss fo man's gain. Cattle, sheep, and : Salisty @ + ygeia 
story to the U. S. consumer. In Feature Amino Acids conuemidmeaneiiie hala? age need of the bocy. in sim: 
Campaign Launched succeeding months and years, the| Doctors and nutritionists now | sulaunduonumamtauatinae a fer «Da Sada het a diet « 
H data have been greatly extenaed.| know that the body’s protein re-| a aN aie : A 2 °S of pre 
in 1940 Gets Nod The scientific scrutiny of copy has | quirements must be met daily, not. snc cn ms pwc etre, hear ribicigncoe-cadhecunges : ents, 
as Best of Kind continued to assure that every ad|only in health but under almost | Guuanm—aa Reports Are Abstracted c ildre 
is able to carry the acceptance |all circumstances, and in many The Maison staff abst Sa 
Cuicaco—The American Meat| seal of the Council on Foods and | instances the daily protein allow- Steeecsscee reports and articles atalae Ps tie pr 
Institute, which in July, 1940, Nutrition of the American Medical | ance must be increased in order this field, as well as others, and en 
launched its first advertising to| Association, and every commercial|to hasten improvement and re-| ie ee eee eee vcmou wrummowme {if professional ads tries to high. # 
the medical profession will con- on AMI’s Fred Waring show via covery. AMI’s ads in medical MAIN OFFICE, CHICAGO...MEMBERS — THE UNITED STATES light newly-corroborated x sonal 
; Meet : h h tri- | journal : BETTER NUTRITION—This same format : uses lor Bion a 
tinue next year presenting the|NBC can point out that the nutri- journals point out these facts.) ;. 664 by the American Meat Institute |Protein and for meat. Contro- § , 
story of the nutritional value of| tional statements _ acceptable |Meat is rightfully portrayed as | 5, its continuing series of ads in med- | Versial subjects get plenty of at- nail 
meat to the physicians of the|to the AMA council. | containing protein of highest qual- | ical journals and to the public in |tention, too, such as the use of 
country (general practitioners and| The original program was de-/ity, providing all the essential| Hygeia, promoting the use of “man's |meat protein during pregnancy Tih 
virtually all specialists), as well vised, according to Dr. Maison, be- amino acids. These amino acids, | most appreciated food." L. G. Maison |and many illnesses in which i Th 
as to nurses, dietitians, public | Cause of considerable prejudice | termed the building blocks of the & Co., Chicago, is the agency. had been thought heretofore that @ .,..; e} 
health groups and hospital per-| against meat on the part of both | body, became a major copy theme meat should not be allowed. i 
sonnel. the public and the medical pro- | after lengthy discussion of whether |lic . . . via national advertising.| The AMI is using page ads in troubl 
This six-year segment of the|fession. In many instances pa-| they should be taken to the pub-| For the future, AMI and its|the Journal of the American Med- ar or 
AMI’s over-all advertising cam- 
paign, handled by L. G. Maison & | 
Co., Chicago agency, has been 
acclaimed as the most successful CTS me)’ THE -ENTERPRISI Me ADVERTISER / 


of its kind addressed to the med- FA 
ical and allied professions. | ITH more than two and one-half million domestic oil- 
ee — —- burners now operating in the United States, the number 
aah Gent of siidiiiinn. wal cae | will most conservatively be doubled in the first five postwar 
during health but nine in tine _ years, and will more likely reach six million by the end of 

: 1950. Aseeaning, only two and one-half million sales from V-J 


THE DEALER IN OILHEATING I 
EQUIPMENT finds himself almost in- g 
evitably wedded to the fueloil business. p 
In 1945 more than three-fifths (62.4%) ! 
of all oilburner sales and 86.7% of all € 


not only for protein but also for : 
vitamins and minerals, will eine | day to the end 1950, about one and one-half million will be i oilheating service calls were made by 
stitute the keynote of the insti- _ conversions to oil from coal, four hundred thousand will re comhpanies which were in both fueloil a 
tute’s approach,” Dr. L. G. Maison, | ee old oilburners and six hundred thousand will go into = heme neges prey me _ reasons t 
the agency’s owner, told ApvER- | new homes. Depending ey or this are easy to understand: P 
pon Rirage of | Per ain h pendin, 9 | the progress of the housing pro (1) WHEN AN EQUIPMENT SALE a 
“Presentation of the nutritional F h » Hew noMes may ake as many as one and one-half mil ion is made, it is usually profitable, but the ai 
wee at seek” ential Gr _ inthe period, for less than one-third of these dwellings thus far — dealer can also get an oil contract in a: 
Helge Wl = Pg rn | are installing coal equipment, with the balance using mode nearly every instance, with the prospect of it 
of meat protein as a iuamapediie Lvertpey fuels. Current trends indicate that in about two- eae sands ee ye: ao holes . 
factor in the management of many - mirds of new home s to be heated with ° il, _— air system iar ba age selling equiparent ma euch, b 
diseases to the medical profes- fed, will be used, while the ratio is just reversed but rather sells continuous satisfactory 
sion may well be considered a ; in old home oilheating installa- heating, } ge 1 burner, his oil and his C 
public service by the American tions, for two-thirds of these eewecs Wee Peewee. ee e 
Meat Institute, since through these will have boiler heating (2) IN CONTRAST to the traditional tt 
thought-leaders this information ; . craftminded plumber or heating contrac- Pp 
0g pena EEE i a: tor, the fueloil and oilheating dealer is an mr 
finds its way to the public, thereby alert merchandiser. Through specialty b 
giving the public a better under- | P 
riser gy nutrition and iad Oilheating equipment sales are year- . 
A around, distributed as follows: 13.2% o 
Places All Medical Ads in the ist quarter; 20.3% ee the 2nd; 
37.4% in the 8rd and 29.1% in the 4th. ty 
The agency prepares and places th 
all medical ads and serves in an | selling methods, including canvassing o 
advisory capacity to the AMI on | and advertising, he goes out after busi- th 
the scientific accuracy of all gen-| ness rather than waiting for calls to fill tk 
eral advertising, all copy and needs, as is customary with the conven- th 
scripts by Leo Burnett Company, | — craftsman. Spe re man is bi 
Chicago, which handles the in-| y — soon. ert ye be ange, per- th 
dustry’s extensive consumer ad | ee ee ee ee 
N away from obsolescent heating habits. 
FUELOIL & OIL HEAT is the one 
publication that by origin, by back- 
FROM BEGINNING eng and by demonstrated activity 
rings the greatest help to these oil- 
' heating-fueloil dealers on their problems 
. of product, service and management. 
¥3 From Comic Strip sketch (3) BECAUSE THESE DEALERS have | 
es courtesy King Features a continuing business relationship with 
1 3\ Syndicate emerged their customers (averaging 1.7 service 
| statuette of laffable calls and 7.5 oil delivery calls per year), 
Dagwood. they are frequently in position to recom- 
©K.F.S mend and sell replacement equipment, 

a heating accessories, extensions to the b 
heating system, and other home ptoducts st 
and services. Thus their aggressive mar- 

| keting attitude carries forward from the b 
ul 


first sale through the succeeding years. 
Nearly vesmedne million oil and service 
calls are made each year on domestic 
oilheating users. If the dealers making I 
these calls are convinced that you have a 

coun Perfect Ending ae — - -— market they can 
Skill at carving, economy ae rey Soe os Se 

of mold making, and ingen- 
uity in reproduction ad 

up to Multi's specialized 
ability to ‘do a job” on 
your trade-mark, featured ad 
character, sign or display. 


MULTI PRODUCTS, INC. 
CHICAGO &, ILLINOIS 
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ical Association and in a large list 

specialty journals, figuring that 
every doctor thus will see its 
nessages not only in the over-all 
AMA Journal, but also in the 
oes serving his particular field. 

In addition, an _ educational 
cimpaign is being carried on in 
} ygeia, showing the home maker 

simple terms the importance of | 
a diet containing adequate amounts | 
of protein, of carefully planned 
meals, the value of protein for | 
eciildren, and dispelling bugaboos | 
as much as possible with scien- | 


\its its 


trained mind responds to the mes- | 


sage itself. In fact, Maison and 
the AMI can claim credit for the 
publicizing of stimulating data 
which encouraged additional re- 


either continued the 
branched out on study of a new 
| possibility. 

The Maison agency, which de 
scope to the medical, 
dental and kindred fields, doesn’t 
publish a client list. However, in 
addition to the institute it serves | 


tific proof. All medical and Hygeia |the Cereal Institute; the Wander 


ads follow the same layout pat- | Company, 


maker of Ovaltine; 


tern. Copy blocks in the profes-| Libby, McNeill & Libby, and the 


sonal ads not infrequently men-| National Confectioners’ 
tion actual case reports, quoting | 


the original scientific author in 
smaller type on the same page. 


Illustrations Aren’t Needed 


Associa- 
tion in the food field. Its numerous 


|pharmaceutical accounts, for busi- 


ness and ethical reasons, aren’t 
disclosed. 


Maison operates like a miniature | with charts and pictures in color, | 
medical school faculty, and _ its and all the pages are topped with | 
staff totals 28, including Dr.}this counsel: “When the patient, 
Maison and four other doctors.|/is over 40, think of cancer first. | 


|Requests for data from its ex-|When the patient is under 40, | 
search by other doctors who looked | 
up sources of reports quoted and | 
work or| 


tensive files of abstracts come in| think of cancer, too.” 

from every section of the country. Other state medical groups are | 

taking up the series as a valuable | 

aid in providing the medical pro- | 
Services of the agency were en- fession with the tools for earlier | 

listed a year ago in a drive tO recognition of the disease. 

stimulate the earlier recognition | 

of cancer. At.a considerable cost 

to the agency, Dr. Maison volun- Appoints Kleefisch 

teered to create a series of twice- H. J. Kleefisch, formerly sales | 

a-month bulletins for the Illinois | director, National Association of | 


j iaty’s : Bedding Manufacturers, has joined | 
page nga pony CORMMAENOS | B nmonds & Simmonds, Chicago 


fr agency, as vice-president and 
An enthusiastic response greeted os . the new ‘merchandising | 


mailing of the first issue last | givision. 
April 10, which invited doctors to} 
return a postcard assuring them | , 
of a handy binder in which to Uses 3 Comics Groups 

Fawcett and National 


Assists Anti-Cancer Drive 


It’s a little 
embarrassing 
blowing your 
own horn, but... 


needed, that the 


There are no 
Maison has run 
trouble convincing some dieuts | 


Headquarters of the agency are 

illustrations. located on the 17th floor of the 
into plenty of | Pittsfield building, with a recep- 
tion room provided with a grilled 


scientifically | staff. T'he gate locks, too. 


keep the bulletins. The latest is-| The 
sue asks physicians to return an- 
other card if they wish to stay 
on the mail list for another vol- 
ume of articles soon to start. The| Betty Crocker 
individual bulletins are illustrated 


comics groups, as well as Metro} 
comics, are being used by General 
Mills in its drive, 


magic tricks premium, 


featuring a 


Better Breakfast 
Tray of cereals (AA, Nov. 11). 


ABOUT AN IMPORTANT GROWING MARKET 


IN 1945 DEALERS SPENT about 3% of their 
gross income for advertising, with news- 
papers and telephone directories getting the 
largest share. In 1946 their total advertising 
expenditure will run slightly over $5 millions. 

WHO HANDLES the 13% of service calls 
and 38% of burner sales that are not made by 
the integrated fueloil-oilheating dealers? . . . 
primarily plumbers, furnace dealers, hard- 
ware stores, furniture stores, supply houses 
and miscellaneous retailers. Those in this 
assorted group doing any substantial volume 
in oilheating also need and get FUELOIL & 
OIL HEAT, for nowhere else can they find 
adequate help on that department of their 
businesses. 

* * * 

OILBURNERS AND RELATED oilheating 
equipment are not sold in large volume 
through jobbers. In 1945 no more than ten 
per cent passed through the hands of a 
middleman; 90% was sold direct from the 
burner manufacturer to the dealers. This 
practice is largely due to the fact that more 
than 70% of the industry's total volume 
moves through exclusive franchised retail 
outlets. 

FOR OILHEATING ACCESSORIES, 
however, many jobbers are used. In general, 
the smaller items, not an integral part of the 
oilfiring equipment itself, move through 
these channels, but it is interesting to note 
that strong brand consciousness exists with 
this equipment, and a recent survey of job- 
bers by FUELOIL & OIL HEAT disclosed 
that nearly 88% of the combination fueloil- 


We publish many books for the Industry: 
| “Better Oilheating,” a service handbook is 
| now in its second edition; “The Beacon 
Radiation Guide" is a compilation of tables 
for quick figuring of heat losses in houses, 
and radiation or BTU's required; "Oil Heat- 
ing Catalog" is a widely used list of manu- 
facturers with important data; "Oil Burner 
Specifications” is also widely used; and the 
“Beacon Boiler Reference Book" gives rat- — 
ings of over 2,000 models of old and new 
house-heating boilers. 


burner dealers ask for specific brands at the 
supply house counter. 

SUPPLY HOUSE SALESMEN are too 
busy to do much selling of individual prod- 
ucts; they fill orders. if, through the adver- 


FUELOIL & OIL HEAT ~ Published by Heating Publishers, Inc. 
NEW YORK 16, N.Y. « 


tising pages of FUELOIL & OIL HEAT, you 
have made your product known and liked, it 
will be called for by name. With few excep- 
tions, the best known products need to carry 
only moderate discounts to the jobbers, while 
little-known items must carry heavy jobbing 
discounts. All jobbers and supply houses 
handling any important volume of oil- 
heating materials and accessories read 
FUELOIL & OIL HEAT for it is the only 
source of enough material to keep them 
abreast of this dynamic industry. 

A NEW TYPE OF SUPPLY HOUSE, 
operated by former oilheating dealers, serv- 
vice men, etc., is appearing in the richest oil- 
heating markets. These men are able to talk 
the language of the oilheating and fueloil 
dealer, and thus give better service. In Massa- 
chusetts, an excellent oilheating market, this 
type of dealer will this year sell 22.9% of the 
equipment and supplies which fueloil and 


Sequel Ore 


Literature. Our Statistical peeeionent has 

made available many useful and interesting | 

| reprints, data sheets, and lists, such as break- 
downs of oilheating installations, oil-fired 

| boilers and furnaces, fueloil sales, trucks, | 

| etc., by states, years, etc. Our “Customers 
Talk About Fuels,”’ “Oilheating Tomor- 

row” and similar market studies are free to | 

| advertising men, and of much value to any- | 
one wanting authentic information on this 

| market. | 


oilheating dealers buy through supply 
houses; in New Jersey, 22.2%; and in Michi- 
gan, which is a thin market, only 3.8%. Most 
of this business is being taken away from the 
old line plumbing and heating supply 
houses who are not enthusiastic about oil- 
heating equipment. It is obvious which 
publication this new type of jobber will 
read, since he is primarily an oilheating man. 


* + + 


THE OILBURNER MANUFACTURERS 
are progressive, well-informed on both tech- 
nical and merchadising methods, and the in- 
dustry’s producers inciude some of the 
largest Corporate names in the country. They 
are currently making not only conversion 
burners, but also boilers, furnaces, hot-water 
heaters, floor furnaces, steam generators and 
many special applications of their equipment 
for industrial and commercial uses, fitted 
with their own burners. 


THIS YEAR THEY WILL BUY about $1 
million worth of advertising space and time; 
supply their dealers with well-co-ordinated 
retail campaign material; maintain excellent 
service and sales schools that compare favor- 
ably with those of any other industry making 
products for the home. 


* * * 


CIRCULATION. Member of C.C.A. Current 
statement not available at publication time, 
but there is no great change from the last one 
which showed total distribution of 12,500 
of which about 11,000 were dealers and job- 
bers and the rest manufacturers, fieldmen, 
libraries, advertisers, agencies, etc. 


RESULTS. Recently a %-page ad pulled 
inquiries from 21 states in the first 10 days 
after publication; a half-page ad featuring 
an instruction booklet pulled 408 inquiries 
in one month. These and many other good 
records indicate the keen reader interest 
desired by all advertisers. 

THE FIRST 6 ISSUES of 1946 showed an 
increase in advertising of 34.3% compared 
with the same issues in 1945, and also com- 
pared with increases of 6 to 9% for all other 
papers in the heating field, and small losses 
among the petroleum papers. This record is 


_ 


WHAT HAVE YOU GOT TO SELL THEM? 
Each installation means increased demand 


( 
for trucks, pumps, fueloil hose, nozzles, 
reels, filters (air and oil), tubing, fittings, 


tools, duct-work, steel, boilers, furnaces, 
fans, blowers, refractories, combustion 
chambers, high-temperature cements, fire- 
brick, stove and furnace and boiler paints, 
water heaters, radiators, radiator air 
valves, radiator shields, radiator valves, 
pipe, pipe fittings, globe valves, Orsats and 
flue gas analyzers, thermometers, tanks (all 
kinds), tank g gs, tank 
racks, fill-signals, ‘fill- boxes, vent-pipes, 
foot valves, strainers, pressure-regulating 
valves, electrodes, transformers, electrical 
fittings of all kinds, conduit, switches, cable, 
terminals, cast-iron, aluminum castings, 
thermostats, boiler controls, furnace con- 
trols, fan switches, limit controls of all 
kinds, stack switches, draft controls, pres- 
sure gauges, wr , saws, tires, bulk 
station equipment, truck pumps, meters, 
floats of all kinds, etc. ) 


ttl tt ttt tt tl 


due to the expansion of the industry plus an 
appreciation of FUELOIL & OIL HEAT as an 
advertising medium—based on its editorial 
competence and record in the field. 


232 Madison Avenue 


Phone: LExington 2-4566 


\oul peat 


MANUFACTURER, WHOLESALER, RETAILER 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946, 


_...and at the lowest 

| cost per color page per 

thousand of any leading 
weekly magazine 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the 713 key cities where 50% 
of all retail business is done. 

@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 

@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


THE AMERICAN 
\WEEKLY 


“The Nation’s Reading Habit” 


MAIN OFFICE: is — 


959 Eighth Avenue, New York 19, N. Y. 
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ABC Dangles Bait “Okey Oakite’ 
TKY IT OUT IN TEST TOWN ee oe _ ot Says There's No 


‘station sales for the American | 


_— id * You get a clear-cut picture of your product’s sales | Broadcasting Company, has an- | Soap Shortage 


| nounced a plan under which sta- | 


: ; 2 ts in OTe , S APT ‘tion salesmen will be awarded| New York — Probably the on y 
I ( 0. fi. 
. appeal when you test it in Test Town, U.S. A.” The |merchandise prizes fe oti gee unconcerned about the soz» 


South Bend, Indiana market is typical of the nation’s | next year for pushing sales of}shortage are Okey Oakite and h s 


SS ; i } ABC cooperative programs. | followers, and Okey’s out to bui 1 

ig <) SS industrial-agricultural structure. U.S.Government tests |__ Points will be credited to sales-| nis following. 
eke %, jmen for such sales and these! The 12-year-old trade charact:: 
2 a are made here. And this ideal test market is covered to | points ated scat een Tg er ‘used to sell Oakite all-purpo.e 
saturation by one newspaper—The South Bend Tribune. ridge sets and billfolds to Philco cleaner and water softener hs 
— 'radio-phonographs and electric | /jumped from his usual 120 aid 


| refrigerators. | 252- line newspaper space to pai‘e 
‘ads in 266 regular and tablo d 
/newspapers throughout the coun- 
NBC Adds 163rd | try to carol: “There is NO sozp 
' On or about Christmas Day, | shortage—for Oakite users!” 
|WORZ, new 1,000-watt station| “This gentle, all-purpose clean: 
under construction in Orlando, | does everything soap does—exce)'t 
Fla., will affiliate with National | make suds!,” Okey says. Cop, 
Broadcasting Company as the net- _urges soaking clothes overnight in 


Soulh Send 


= . te pulclelt /work’s 163rd outlet. Owned by 
3 TI une eel ‘the Florida Broadcasting Com-| 
J, SOUTH BEND, 


| pany, WORZ will operate on un- | 
IND. limited time, on a regional chan- | 
STORY, BROOKS & FINLEY, INC., Notionol Representatives |nel, as an optional station of | 
'NBC’s Florida group. 


| warm water and Oakite—followed 
up next day by Oakite and water 
. “and a small amount of soap, 
if you have any.” 
| Insertions along the same theme 
are also being placed in Every- 
|/woman’s, Family Circle, Parents’ 
. | Magazine, Western Family and 
*A fact, established by Woman’s Day, and about 20 busi- 
an independent survey. /ness papers. In addition, the com- 
|pany is conducting through Dec. 
| 16 a grocer’s display contest, offer- 
ing 70 prizes totaling $1,500. 
| Oakite Products’ advertising 
/budget is concentrated in news- 
| papers, with a schedule of small- 


The Portland drug trade is not alone in this regular readership of | space insertions running “about 48 

a 4 out of 50 weeks” in the year, 

The Journal. This same survey reveals that The Journal is read regularly Frank A. Conolly, merchandising 
‘ ‘ 6 P P manager, told ADVERTISING AGE. 

by 9 out of 10 persons employed in Portland’s five major distributive | About 165 business papers are also 


| scheduled, plus radio participation 
| programs on the Atlantic and Pa- 
| cific Coasts. The bulk of Oakite 
is distributed through brokers. 
|The company has been in business 


businesses, (foods, building material supplies, automotive supplies, 
electrical appliances and drugs). 


Most important is the fact that The Journal is this market’s most 37 years, markets 76 different 
, Po products. Calkins & Holden, New 
potent consumer medium... it reaches more families than any other | York, is the agency. 


daily newspaper in the Portland Trading Area. They all read The Journal 


; ; i Form L. A. Agency 

for its accurate local reporting, comprehensive national and world-wide Edwin Brandt, former head « ! 
° ; ‘ é | the public relations department : ! 

news, understanding local columnists and top-flight national features. the Los Angeles Times, and Robe | 


Garrick, former member of t! 


Little wonder The Journal is today, as it has been for years, Portland’s Times’ public relations staff, ha’ 

: ‘ . r . . formed a new advertising agen 
favorite newspaper, offering advertisers the largest peacetime circulation ‘at 1534 N. Las Palmas Ave., L 
: Angeles. The new agency, 0 - 
1n its history ... both daily and Sunday. ‘erating under the name of Bran 


& Garrick, will emphasize prom - 
/ tional methods in addition to ren: - 
|ering standard advertising ser - 
ices. 


NO USE TURNING 
CUSTOMERS AWA’ 


And eiust that If You 

be oO us at. 2 
There's a 7 billio i 
|dollar market you an 

could encourages COSMETIC 
simply by letting§i ‘ 


fternoon and Sunda 


a F m these people know you'd welcome th« 
: PORTLAN D, OREGON eee business. For the Negro looks to his ra 
< < am ag Fad guidance. Your gS gm J 
; | the Negro papers can earn his 
Afternoon Newspaper in Oregon's Only ee denee, good. will and regular patronas 
’ ut whether your product is c¢ 
a ss Member Metropolitan and Pacific Parade metic, food, drink. wearable, or an 


thing else, it will Pay you to _. 
intesetate United Newspapers, Inc., 

Fifth Ave., New York, for the facts | 
the success stories built out of reac 
| ing great and growing mark: 
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‘lf we ever hope to allay the 
fears which lead to wars, 
we must have a free 
flow both of ideas 
and information 
throughout the 


world.”’ 


Kent Cogpel A. 


OF THE PRES 


c RADIO AS IT IS 


pe EME GOODWILL STATION INC, 
RAMCHIC ARE ORpatasy 4 es Bole 


- RICHARDS, 


PRESIDENT ... OWEN F. URIDGE, VICE-PRESIDENT AND GENERAL MANAGER 
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ler po nrg nn’ i - _| Wiley Appoints Neville Appoints Williams licity department in 1937, and h 
Pent ae cad el yer Leslie M. W. Neville, previously Elwood Williams, formerly San 
oth ae nh 5 tec Aleestial | western account executive of|Francisco manager of the Cali- 
Jo er projects 0 e verlising |Norm Advertising, has been ap-| fornia Newspaper Publishers As- 


$100,000,000 Ads 
Support Council 


ager, publicity director, and a 
sistant to Leo V. Talamini, exec ; 
tive vice-president in charge 


Council are not alone problems | pointed executive director of Wal-| sociation, has been appointed busi- sales 


of the government or public|ter W. Wiley Advertising, New | ness manager of the Star News, | 
minded organizations. They are) York. Pasadena. 


ba | Lf 'business problems as well, and | sasannieenaie cman —_—_—_—_— Joins Johnson System 
IN NON-Wal TAL acvertising, as tne face of busi- EBS Adds Office Jean Coxe Retires enna Seem, Seeamity a 


‘ness, should reflect and demon- |chandise manager of Lord 


New York—lInstead of an an- ‘spot broadcasting division has | Pattison), vice-president of Prince|own retail store, has joined t 


ticipated $30,000,000, or one-tenth | OUr Company has profited greatly | opened a Detroit office in the|Matchabelli. Inc. New York, has|staff of Johnson System, wi} 
the $300,000,000 total of the last|from the support it has given} Pisher building with William B.| retired to private life. She joined | headquarters in ner New Yo k 


year of the war, the Advertising | council themes.” |Ogden as manager. |Matchabelli’s advertising and pub-| City area. 
Council has had at least $100,000,- 


Advertising Age, December 2, 19<§ 


held the posts of advertising ma).- 


strate our concern. I know that Columbia Broadcasting System’s | Jean Coxe (Mrs. George C.| Taylor and former owner of } ; 


000 of advertising support in its | 
first “non-war’”’ year, Douglas. 
Meldrum, New York manager, re- | 
ported to the New York Business| 
Paper Editors. 

Under the radio allocation plan, 
formerly operated by OWI and 
now by the council, Mr. Meldrum 
said, “nearly every radio program 
gives a part of its time to public 
service messages—over 300,000,- 
000 listener impressions every 
week. Over 1,000 general maga- 
zines give a page a month to the 
council advertisements. These are 
currently carrying savings bonds 
ads. Eighty-five per cent of the 
ABC circulation of agricultural 
yapers gives ads each month to 
council projects. 


All Media Cooperate 


‘“‘Newspaper-checked space to 
the sum of over $11,000,000—ex- 
clusive of sponsored ads—was | 
contributed during the past 12) 
months. Two thousand 24-sheets, 
85,000 car cards, 55,000 window | 
displays are devoted to council) 
material each month. I need not} 
tell you of the splendid coopera- 
tion of business papers—the thou- | 
sands of pages which have been } 
given to council campaigns—the 
particularly fine job that you have 
done on bonds.” 

The government, Mr. Meldrum) 
emphasized, ‘“wants—needs_ the) 
services of advertising now. . .| 
The problems do not seem to 
diminish as time goes on.” But 
business also is gaining from these | 
campaigns, not only from the) 
viewpoint of the ‘‘do-gooder” but 
when regarded with “the cold and | 
fishy eye of the treasurer who 
wants profits and the sales man- 
ager who wants sales.” 


Problems of Business 


He quoted letters on different 
campaigns from several business 
executives. Clarence Francis, 
chairman of the board of General 


You Catch BOTH 
in the Courier-Express 


In 1945, men's apparel stores 
placed 65.7% of their ad- 
vertising in this man’s paper. 


Among the women's apparel 
stores 56.6% of the adver- 
tising lineage appeared in 
this favorite woman's paper. 


You can trust the preference 
of these on-the-scene adver- 


tisers to: know that in Buffalo Se “< ; 
. so 
..- You Need the ee x 
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Dailies to Study 


| pers’ Association. 
Newspaper carrier boys 


distribute questionnaires to homes 


Buying Habits of | to hom 
Canadian Readers 2.00 ey eee ee ee het 


Toronto—On what day of the|the questions, mostly of the “yes” 
week Canadians prefer to do their|and “no” variety, will require 
srocery buying, what brands of about 30 minutes to answer com- 
‘ood they prefer, and how many | pletely. 
in each family read a daily news-| Data on the results of the sur- 
paper are among more than 400 vey will be made available to the 
juestions which will soon be put | Canadian government and to man- 
to newspaper readers, according | ufacturers and distributors. 


will | 


jto the Canadian Daily. Newspa- D-F-S Promotes Two 


Dancer-Fitzgerald-Sample, Chi-| 
cago, has promoted Bob Etienne of | 
‘the radio time department to an/| 
| assistant account executive on the | 

Procter & Gamble account. Bud | 
| Dollard has been promoted to an | 
‘assistant account executive on| 
|General Mills. | 


Rejoins New Center 
Edward Henning, recently with 

Allured-Darr Studios, has rejoined 

New Center Studios, Detroit. 


NE of these pictures is clear — the other isn’t. 


The nature of Better Homes & Gardens’ circulation is also crystal clear — 


for the same reason. Screening. 


Advertising men know why. 


BH&G carries no fiction, no foibles. Nothing but service articles to homemakers. 


Therefore: 


Better Homes & Gardens screens out all readers except those who are directly 
and keenly interested in better homes — and better living in them. 


To be very blunt about it, there is little in BH&G to appeal to the furnished-room 
dweller, the corner drugstore breakfaster, the bachelor girl hoping to catch a bachelor 


or the bachelor she hopes to catch. 


There is plenty of appeal to folks now spending their money on things for parlor, bed- 
room and bath — with a very active kitchen, dining room and porch thrown in. 


This year, service to readers wilkput BH&G into 3,000,000 homes peopled by 10,000,000 


consumers, 


These will represent readers with the highest family income. 


They will be homes pouring out billions for food, 
furnishings, drugs, toiletries, cars and car sup- 
plies, garden tools (and hand lotions to be used 
after them)—not to mention electrical appliances, 
playroom supplies, entertainment necessities and 
what have you. 


That gives you a clean-cut market to shoot at. re 


The home market—carefully screened out for you. 


Service-to-the-home does the screening. It can 
also do your selling. 


How about starting your selling right now? i 


fresh facts on 


SERVICE THAT SELLS 


Who knows — maybe these facts 


show you the way to a more 


| the national 


efficient, more up-to-date media . 

list. If your product sells in the home 
market — and which one doesn't? 

— the BH&G representative has a 
lot of pertinent data to show. 


Better tomes. 


and Gardens 


eth 


Anttttiles Hist Strate Miyieie 


1947 Cireulation Over 3,000.000 


‘Turans NOPLACE 
LIKE {OME 


| which remains constant 


GAIN AND LOSS PERCENTAGES —52 CITIES 


MONTH 
SEPTEMBER 1946-1945 Loss 
| CLASSIFICATION me Cont 10 ¢ 10 20 30 40 sO 
RETAIL | 29.9 
ica i 4 
AUTOMOTIVE 15.2) 
FINANCIAL 8.7 =_——e | 
TOTAL DISPLAY 22.2) | | 
CLASSIFIED 39.7) 
TOTAL ADVERTISING | 26,21 | 
DEPARTMENT STORES | 28.1 - _ | 
ACCUMULATIVE 
JAN, | -SEPT .30, 1946-1945} LOSS pies Xa * 
CLASSIFICATION ~~ con 10 40 ae a 40 50 
RETAIL 27.5) - | 
GENERAL 10.1 
AUTOMOTIVE 37.7 
FINANCIAL 28.1 
TOTAL DISPLAY 23.7 
CLASSIFIED 32.5 
TOTAL ADVERTISING | 25,9 
DEPARTMENT STORES | 25,4) | 


NEWSPAPER LINAGE GAINS IN SEPTEMBER—Media Records' measurement 

of newspaper advertising linage in 52 cities shows that all classifications made 

substantial gains, compared with the same month of 1945, classified leading 

with a gain of 39.7%. Automotive led in the Jan. |-Sept. 30 period, with a 
gain of 37.7% over the nine-month period of a year ago. 


Wool Council Sees 
Stable 50% Rise 
in Clothing Sales 


New York — The current high 
levels of clothing sales do not con- 
stitute a “buying spree,” but are 
the normal result of present eco- 
nomic levels, with every evidence 


| of being continued, the American 
| Wool Council predicts in a new 


report, “Sales Outlook for Cloth- 
ing in the New America.” 

The report, illustrated with 
graphs and charts, and prepared 
by F. Eugene Ackerman Associ- 
ates, industrial relations consult- 
ant which directs the council’s op- 
erations, analyzes past and present 
clothing requirements. 

The council claims that clothing 
sales in the postwar future will 
be at least 50% greater than in 
the past. Present clothing sales 
amount to $16 billion annually, 
compared to $5.6 billion in 1935- 
36, the report says, with both 
totals representing about 10% of 
income for those 
years. This expenditure, the coun- 
cil declares, also represents the 
average annual percentage of 
family expenditures for clothing, 
in good 
times and bad, with the dollar 
value fluctuating annually accord- 


| ing to the size of the total national 
| income. 


Although conceding the _ influ- 


ence of higher prices on present 
total clothing expenditures, the 
council declares that yardage in 
all textiles and units in all types 
of clothing are far greater than in 
any other period in history. Ex- 
penditures for clothing at the 
present time are averaging $274 
per family, compared to an aver- 
age of $173 per family during the 
1935-’39 period. 


General Mills Revives 
‘Light of World’ 


General Mills, which dropped 
sponsorship of the daytime radio 
serial “Light of the World” on 
CBS last summer (AA, July 29), 
has decided to revive the program, 
this time on NBC, starting Dec. 2. 

The serial, which is handled by 
Dancer - Fitzgerald- Sample and 
features dramatizations of Biblical 
stories, will replace “The Guiding 
Light” in the full hour of pro- 
grams sponsored by General Mills 
on NBC five times weekly at 2 
p.m. EST. “Guiding Light,” 
which is being dropped, is handled 
by Knox Reeves Advertising, Min- 
neapolis. 


Begins Wine Campaign 

Cameo Vineyards Company, 
Fresno, Cal., has launched an out- 
door campaign for Croix Royale 
products. The new campaign is 
supported by point-of-sale dis- 
plays, window pieces, counter 
cards and miniature reproductions 
of a 24-sheet poster. Botsford, 
Constantine & Gardner, San Fran- 
cisco, is the agency. 


(Advertisement) 


Courtesy, “Tide” 


“I see the Women’s Groups are all on the up-swing — but it’s 


Macfadden Women’s Group that’s Ist again! 
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20,000 Orders 
to date 


90% of Orders 
CASH WITH ORDER 


“Direct from Ad” 
ord 
$95 in $100 raers 


Never such 
phen 
returns omenal 


Shelves quite bare 


pam! 
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ALL AT THE AMAZING parict OF 
10° 
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These Sage ere SLRCTED Sovet 
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wows 


used by air forces the world over on a bre ik NAVY et which * 

like « ¥ Pull rip cord and it aato- hold anything up te ‘4a. They fold. Ther oot 

matically intia oak frames and heavy plated, stect hardware sre me 

for heavy duty. 30 g7T oper gi" x8" x8" foide 

djtioned surplus 2.95 ONLY 25 the 
Extra cartridges 1B eoch. ; 

rwe-man Serine IRSTROCTIONS: || 


with two inflation cartridges 


SPRUCE CANOE PABBLES poe 

@ New, unvarnished Government your ow™ UNLESS otherwise specified, extiche 

96 each, came with You. wn which we charge expres we 
chipped EXPRESS coLLecT! 
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The letter tells the story ... the fantastic 
avalanche of $380,000.00 worth of business 
that cleared the shelves for WILSON SPORTS 
EQUIPMENT COMPANY, Rutland, Vermont. 
The advertising medium was SPORTS AFIELD 
... the advertisement, the one shown on 
the opposite page. 


Sparked by a new technique in alert, mod- 
ern editing, and brilliantly executed by the 
country’s biggest-name writers and artists 


...SPORTS AFIELD has achieved an all-time 


high in active sportsmen acceptance. With 
a guaranteed circulation of 700,000%, it is 
the World’s No. 1 Sportsmen’s Magazine, 
with the lowest cost coverage in the market 
that buys the best of everything. 
IMPORTANT NOTICE: Increased rates do not be- 
come effective until February 1, 1947. Consequently, 


all orders received prior to that time will be pro- 


tected through the September, 1947 Issue. 
*Effective March Issue 1947 
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of 100 co-op food stores in the muaoupensitiiadiiitiabimaass 
Ope n 50th Co-op Store New York metropolitan area by eee 
in New York Area 1950 “is entirely feasible at the 
The largest consumer-owned | ate of present co-op growth. 
food store in New York, making ai ao ys : 
IN THE MEDICAL FIELD a total of 50 such stores serving} R&R to Plug ‘Moonrise’ 
30,000 consumer-owners in the| yyarchall Grant, Inc., motion HAR 
metropolitan area, has opened in picture producer, has appointed 
the Riverdale section at 3712 nah Wome 
Riverdale Ave. The new co-o Ruthrauff & Ryan, New York, to Union 
FIRST in the number of edi- FIRST in advertising volume is the fourth food store owned by pene Sertvoinng eevertang in|. nent } 
torial pages per issue. per issue. C - : magazines, supported by point-of- 
onsumers Cooperative Services, : 5 as tives | 
FIRST; - hich has 8.000 ene iat a sale material and merchandising u 
FIRST in reader interest. neha eas canted N “7 vi “ : anes 6 ee aids, on “Moonrise.” The picture, ington 
FIRST , we Se OES: : adapted from Theodore Strauss’ sressic 
and only medical pub- The supermarket is designed to | novel published by Viking Press dvert 
lication devoted ex- handle a business of $500,000],,; : : ; : 
FIRST; : < : . oh. will go into production shortly. sylvan 
in reader response clusively to diagnosis yearly, and will boost the business te eS saa 
and treatment. of CCS close to the $2 million : a 
Month mark, a record for the 25-year- Appoints McDowell It d 
Reaches Every Doctor ... Every Mon old co-op, Wallace J. Campbell,} Charles McDowell, formerly of ends 
, aroma | — of alenes Ce Charles McDowell & Staff, Bos- vertisi 
oy operatives, Inc., reported. ton, has joined Wood, Brown & newsp 
— MODE RN ME DICIN E \ La Bee ooh e, paid 24%% patronage refunds to| Wood, Boston, as account execu- Pub 
Br Sr naar eh ng hs CRIMI SO A og its ys mmet nicl wed tory he said.|tive serving all of his present and in ev 
Mr. Campbe eclared that a goal|new advertisi re) ; 
4 . es a Se LIGHTER PIPE—Falcon Pipe Co.'s new near d 
Featherweight, a one-ounce spiral-tube in the 
luxury item, is introduced by this color paign, 
ad in Collier's, Esquire and Time this assert 
month. Mitchell-Faust Advertising Co. pastor 
is the agency. sermo: 
P tS 4 a tk oe signat 
Falcon Launches } ' 


Drive for 1-Oz. 
Spiral-Tube Pipe 


Fort WAYNE—Falcon Pipe Com- 
pany is launching a national ad 
campaign this month to introduce 
its one-ounce Falcon’ Feather- 
weight pipe. 

Full-color ha’* and two-thirds 
pages will ap: ‘r in Collier’s, 
Esquire and T The drive will 
continue throug ut 1947. Ads to 
the trade are appearing in Retail 
Tobacconist, Tobacco Leaf and 
United States Tobacco Journal. 

Copy features the pipe’s light 
weight, as well as “the patented 
built-in Humidome that condi- 
tions the tobacco as you smoke it 
—no soggy ‘heel-taps’.” The pipe, 
a luxury item, has a fully ex- 
posed smoke tube that, “instead 
of enclosing the smoke tube in a 
heavy outer shell, leaves its en- 
tire spiral length exposed to cool- 
ing air.” Extra briar bowls are 
available, threaded to fit into the 
metal heel, “to serve even the 
ten-pipe-a-day man.” 

Mitchell-Faust Advertising 
Company, Chicago, is the agency. 


Canco Promotes Powell 


Mrs. Carolyn Klutey Powel), 
formerly in charge of the testing 
kitchen of American Can Com- 
pany, New York, has been named 
director of the home economics 
section, succeeding Isabel Young, 
who is retiring. Mrs. Powell will 
continue the program of educa- 
tional work on canned foods estab- 
lished by Miss Young, including 
booklets, motion pictures and pic- 
tures for schools, colleges and con- 


A GOOD DISPLAY IS USED.. Joins Bend Home 


E. J. Kanker, previously assis‘- 


ant general sales manager of tlie 

| Norge division of Borg-Warner 

A G Al N a n Corporation, Detroit, has been 
r te named manager of the department 


store division of Bendix Home Ap- 


CASE HISTORY: This Alka-Seltzer Window Display _—_a practice of saving GOOD displays after their first ees en are 

was distributed to drug stores throughout the United showing, and re-showing them again and again. Complete Production 

| facilities for 
SPOT ANNOUNCEMENT: 


ee SHOWS « BANDS « AIR CHECK: 
survey covering 30 towns and cities in Rhode Island, ~- 1% years after distribution. @ Storekeepers give LINE CHECKS and 


fer SIMPLE HEADACHES 
DISCOMFORT OF COLDS 
MUSCULAR ACHES AND PAINS 
ACID INDIGESTION 


States early in 1945. @ It recently was seen in 3. @ This window display, created and lithographed 


different store windows, in as many cities, during a in full color by FORBES, still is in active use over 


Eastern Massachusetts and New Hampshire.@ The | GOOD displays many showings. Supply YOUR | 


everything you need 
three storekeepers, interviewed, stated they make dealers with GOOD displays—FORBES displays. for your radio work 


| Chicago's Largest 
Independent Studio 
State 5635 


RECORDING CORI 
42nd floor 


20 North Wacker Drive 


Amb. 2142 @ Chicago 6 @ State 563 


NEW YORK CLEVELAND CHICAGO ROCHESTER 
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WCTU to Demand 
U.S. Anti-Liquor 
Advertising Law 


HARRISBURG, Pa.—The National 
Women’s Christian Temperance 
Union plans to have 1,000 “‘promi- 
nent people including representa- 
tives from every state” in Wash- 
ington late this winter for Con- 
sressional hearings on anti-liquor 
jdvertising legislation, the Penn- 
sylvania chapter of the WCTU has 
revealed. 

It disclosed that the WCTU in- 
ends to spend $10,000 in an ad-| 
vertising campaign in religious 
newspapers next year. 

Public meetings will ‘be held 
in every community around or 
near Jan. 16 to arouse an interest 
in the anti-liquor advertising cam- 
paign,” the Pennsylvania chapter 
asserted. The WCTU will ask “all 
pastors to preach a temperance 
sermon on Sunday, Jan. 19, asking | 
signatures to _ petitions against | 
liquor advertising in order that | 
thousands of names” may be sent | 

} 
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INCREASES POWER TO 


~§000 warts 


THIS MEANS ~~ 
GREATER 


és 


_ LEADERSHIP 


in a leading market... 


SHOWMANSHIP 
+. genuine radio know-how 
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HACKSONVILLE, FLA. 


an 


Atlanta Hollywood 


to the hearings sought by the | Joins WOR Staff 


WCTU in its effort to obtain a 
federal ban prohibiting all liquor 
advertising in newspapers, maga- 
zines, radio and outdoor. 


Joins Triangle 

S. T. Neidlinger, formerly with 
Amos Parrish & Co., New York 
retailing counselor, and The Sat- 
urday Evening Post, has joined 
Triangle Publications, New York, 
as research director for Screen 
Guide and Seventeen. 
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\lier’s and The Saturday Evening | the slogan, “World’s most compact 
|Post, and smaller ads, slanted|radio-phonograph_ console.” 
Margot Patterson, former fea-|toward the rural market, in farm|Agency Service Corporation, Chi- 


ture editor of Story Digest, has | publications. The ads will feature | cago, is in charge. 
joined WOR, key Mutual station | 


in New York, as assistant to} 
Joseph Creamer, director of ad-| 
vertising and promotion. 


Lowest milline rate— 
lowest cost per-inquiry in this 


highly responsive field 


Promotes Clarionette 


Warwick Mfg. Corporation, Chi- 
cago, has scheduled a campaign 
around its Clarionette radio- 
phonograph console, using half- | 
page and full-column ads in Col-| 


IN EXCESS OF 200,000 
ABC MEMBERSHIP 


color scheme, 
Sketches and ideas submitted without charge 
er obligation. 


copy, 
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‘Book Merchandising’ 


to Bow in February 

Davidson Publishing Company, 
22 E. Huron St., Chicago, has pre- 
pared a new monthly called Book 
Merchandising which is devoted 
to the business side of the retail 
book business. 

Jack Hand, editorial director of 
Davidson Publishing Company, 
will be editorial director, and 
Jeanne Lamoreaux, associate edi- 


hands. 


aging editor. Albert Keshen, for- 
merly editor of Jewelry, will be 
eastern editor. 


-G-E Presents New Alarm 


General Electric Company's, 
clock division, Bridgeport, has in-| 
troduced a new alarm clock called | 
the Morning Glory, whose | 
silver finish is accented by gold 
colored fluted feet, cnn Min Tig and | 
The clock will retail for 


tor of the company, will be man- | $17.95 plus federal excise tax. 


Dr. Pepper Adds 


More Bottlers; Ad 
Budget $4,000,000 


DaLLas—Dr. Pepper, a 6l-year- 
old soft drink native to Texas and 
long familiar in the South and 
Southwest, is in the midst of a 
postwar expansion program de- 
signed to establish the beverage in 
all U. S. major markets and in- 


'ternationally as speedily as pos-| 


sible. 

Sparking the marketing program 
is a militant advertising campaign 
by both Dr. Pepper Company and | 
some 423 bottlers using newspa- | 


' | pers, national magazines and radio, 


| dollars being spent for adv ertising | 


Long Beach, California 


Now Nearly 
80,000 Net 
Paid Daily 
Circulation 


Represented Nationally by Williams Lawrence & Cresmer 


% Sales Managements 1946 Survey of Buying Power 


population nearing 300,000! 
Adequately Covered By ONE Great Daily! 


Advertisement) 


“Sore 


_the Groups all moved up 40% 


“Ferre — 


before the war—but it’s 


Courtesy, “Tide” 


since 


Macfadden Wome» s Group that’s in Ist place again!” 


as well as outdoor advertising, 
movies and point-of-purchase ma- 
terial. 

An aggregate of several million | 
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ceeded in 1947 by the Dr. Pepper 


scores of other cities, includir¢ 


Company of Dallas and its fran-| New York, Chicago, Philadelph a 


chised bottlers in 38 states. 
$4,000,000 for Advertising 


While budget figures are un- 
available from company or agency 
sources, it is understood that com- 
bined advertising in all media by | 

Dr. Pepper Company and the in- 


div idual bottlers totaled in excess 


of $4,000,000 in the past year, and 
this figure will be upped in 1947. 
Currently, the Dr. Pepper Com- 


pany is greeting newly franchised: 


bottlers in new territory in the 
North with full-page displays in 
local newspapers, welcoming in- 
dividual bottlers to the Dr. Pepper 
fold and emphasizing the merits 


of the product. 


Since last August, greeting ads 
have announced the advent of new 
Dr. Pepper bottlers to Honolulu; 
Lansing, Flint and Traverse City, 
Mich.; Reading, Harrisburg and 
Coatesville, Pa.; Mansfield, O., 
and Fallsburgh, N. Y. 


|and most of the major northwes - 


ern markets. 


Sugar Is Big Holdback 


Shortage of sugar is holding up 
the launching of Dr. Pepper in 
some of the big markets, like Chi- 
|cago, where deals on franchises 
have been completed. 

Dr. Pepper copy appears 1n 
Holiday, Ladies’ Home Journal, 
The Saturday Evening Post ard 
Seventeen in half-page, full-colvy 
bleed space each month. Also thee 
are regular schedules in a list of 
special magazines, including Busi- 
ness Girl and others. The approach 
combines prestige situations with 
an energy angle. 

Dr. Pepper uses the established 
bottler publications regularly. In 
full pages in November and De- 
cember issues of 15 fountain and 
druggists’ periodicals it is holding 
a $1,000 contest on the best way to 
serve Dr. Pepper. 


\dvert 


Others are in the works, and 
probably will be ex- | eventually such ads will appear in 


Radio early was stressed in Dr 


this year Pepper advertising. Since 1944 
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Peppe 
W color 
The 
hen she inveighed eloquently against Cane 
the evils of capitalism at drawing-room meetings and Dr. E 
Fabian conferences she was conscious of a comfortable ee 
feeling that the system, with a// its inequalities and tion s 
iniquities, would probably last her time. It is one of the a 
: ; a sons 
consolations of middle-aged reformers that the good plies 
they inculcate must live after them if it is to live at all.’’ Gere 
—HECTOR HUGO MUNRO. 
Dr. 
talent 
Its OV 
work, 
statiol 
The Order Department at P & A is a busy station hooks 
of t 
—a beehive of activity. Amidst a battery of ring- a 
° . ‘ radio 
ing telephones, and in an atmosphere teeming 100,00 
from 
with purpose, five service men are constantly sy 
° ° and B 
in motion. Some perhaps on the phones, others tion 1 


busy writing and routing shop orders — orders 
that require follow-up throughout production ines 


stages. * Yet there is no confusion, few mistakes, 
for this department receives amazingly efficient 


supervision. This excellent control is provided by 
Herman, who is head of the department as well 
as plant manager. * Customers appreciate the 
ability of this department—rely on it to effect 


all orders to timely and successful conclusion. 


PARTRIDGE & ANDERSON COMPANY f 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE HARRISON 3732 


ELECTROTYPERS + NICKELTYPERS » MATRICE MAKERS  STEREOTYPERS 


; — ee ee 
2 | 
Sek : , 
-_ - “ 
ies 0 bra Xi cet $A 
oo Ne + cs Ke. um, ry | 
: i ¢ “4 a i. a eed é« 
“a —-_ ) tee 7s 
| oe, ae “ae ** ve : Ja — 
+ al Sil A 14 ae 
ei - ~* ; ‘. 
| : El 
a 
| \ = 
ee SS a | 
. kK Scene 
Rae “ree. « ~, ie 
nS ne oe F, ws y, ; od i 
—— - (es \ YW YY N 
4 :. cs ‘, fe ' r t; ‘ x 7 ¢ A 
= t ) V2 e 4 ‘ NW 
rma & 2 
= . an “ 
Son te 4 oie ; fist! 
rie — tegf £ ae eS Sf ‘ 2 * oe 
4 F \ =: aes “a Me od 7 
ee. a op ' i ~ a 
Loin é P ‘ a = &: 
Ske q ety 
i r Yr a j 
a SS 4 


4 


idvertising Age, December 2, 1946 


| 


DRINK A BITE TO EAT 


for Dough” idea to Dr. Pepper. 
Since August, 1944, they have 
been doing the 30-minute show 
from Hollywood, heard on 160 sta- 
tions of the ABC network Sun- 
day at 2 p.m., PST. 

Outdoor posters with new de- 
signs each month are a part of 
each year’s program. Brief “Dr. 
Pepper Mini- Tours” color films 


produced in Hollywood are shown | 


in about 1,000 theaters in 700 
towns. Clocks, menu boards and 
calendars are among _ point-of- 
purchase devices used effectively. 


Expands Facilities 


In its expansion program, Dr. 
Pepper Company is building a new 
$1,500,000 home office and plant 
here. Last spring, a $500,000 Dr. 
Pepper bottling plant was opened 
in Mexico City. 

Dr. Pepper sales in 1945 totaled 
$7,195,000, a 14% drop from the 
1944 peak. The drop was caused 


by the sugar pinch. The company 
will pay a quarterly dividend of 
45 cents Dec. 1 on 700,000 shares 
of stock, listed last spring on the 
New York Exchange as “Doc.” 

For 20 years, the Dr. Pepper ad- 
vertising account has been handled 
by Tracy-Locke, Dallas. Raymond 
P. Locke, president of the agency, 
owns several Dr. Pepper bottling 
plants. A. H. Caperton is ;.Dr. 
Pepper Company advertising man- 
ager. 


WMCA Plugs New Show 


on Competitive Stations 

WMCA, 5,000-watt independent 
station in New York, is using paid 
commercial spots on competitive 
stations as well as spot time of its 
own to promote the debut of a 
unique ‘disc jockey” feature on 
WMCA on Dec. 2. 

The program, called “Mr. and 
Mrs. Music,’”’ will star radio an- 
nouncer and commentator Andre 


Baruch and his wife, singer Bea 
Wain, and will run 3% hours, six 
days a week. It will get away 
from __ straight record playing 
through interspersed live jam ses- 


to 


sions with Bea Wain as soloist, 
interviews with entertainment 
artists, and other features. Spon- 
sorship will be on a participation 
basis. 


ON CHRISTMAS SCHEDULE — Dr. | 
Pepper Co. will run this half-page full- 
color ad in Ladies’ Home Journal and 
The Saturday Evening Post before 
Christmas. Tracy-Locke is the agency. 


Dr. Pepper has used one spot 
jingle, but will soon use a new “10- 
2-4 Time” 15-minute transcrip- 
tion series featuring Irving Sharp, 
who combines folksy patter with 
a song program. Dr. Pepper sup- 
plies the waxings, and local bot- 
tlers buy the time. 


Uses Network Shows 


Dr. Pepper developed er 
talent shows, and in 1936 created | 
its own “Dr. Pepper Dixie Net- | 
work,” consisting of 20 powerful | 
stations throughout the South, | 
hooked up through the facilities | 
of three different regional tele- | 
phone companies. A “What’s That 
Flavor’ contest, supplementing | 
radio with newspapers, brought 
100,000 entries in a few weeks | 
from contestants seeking to de-| 
scribe the Dr. Pepper flavor. 

In late 1942, Orval Anderson | 
and Bert Mitchell, with Dallas sta- | 
tion WFAA, presented the “Darts | 


pest TEST CITY IN THE MID-WEST | 


a 


— 


SZ 


da beg 


SAYS... 


no her FIRST for Rockford .. . and what 
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oro up 96 per cent, leading all cities in 
ot by a wide margin in percentage 


u're looking for the hottest sales 
Po’ in the middle west, you've found it 


(tthe Top in Mlinots 


MORNING STAR 
REGISTER-REPUBLIC 


111,000 
POLITAN POPULATION 


merican 
viation 


ree i) 
Hees 


the airlines are big business —— 
keeping them informed is our business 


OVERSEAS 


AIR LINES 


MARINE BASE 


6 ee — 
me ae Tat: 
ir g ' Pi vo 
lo) —_ a % 
Ss - rr ‘ a oe 
a ‘ig p d , 
. aoe ny 
tle 1 foe 
up in 0 OO LBS > 2 
. ’ , = : BO 
ote , “Bigs SS) a 
‘ Rae g 2 ) or Bs 
‘hi- i. 4 pod & iat Bae \ Me ee ism. 
: : —— ABA a 
So S$ a al TIME ™ 
n ee dd i 8 A .. ee Aru = 
ter =, S Ry ee 
and a a, eS eo Oy, KA ( ¥, a 
ae + CS Se ee 4 pene: c DF Lat fo, 7 
ae sey! VO es Sey, S 
ere See eee es 2 nF f , 
. be Re Sore 3 tes Og pe ae 5 | omy » St 4 
of we wee. HOOPERATING LANGE \ vom 
. a8 i es eae ae Heh? 
USt~ 4, << a — coLumBus, OHIO i ties Mie 
(| o — - 145/46 | \i uh =. 
ach oe lng ve : : Spring 45 ays Py \ ¢ a 
vith i at” A ie hae Winter —_ \\ G73 = . eat, 
: eo on, ge Vox Pop Sf Re e fe 
i ? j Be 6 0 ee ia t oe Y ore ea 
P -~ a eae & ; Piet 
hed : ‘ . ee CF a 22 0 ue : oe 
| 2 ee 2 . * ro! + =" ae 
In ell 4 PO ee ee es Foyt \ - 
D 7 ~~ S Ee ee 4 | ASK ANY ; 
e. — 
me BLAIR MAN Wy, SF Sh 
and A ~ SS 
' 4, + ae QQ 1 La a= 7 
ing — Aucttenaé . evens Gan | 5 a 
y to os  —  ”—e—:e—evwv”—“”we 0 CC0wCO—OCOC©@©CO@C@—_—_—__—OsorvVmhcvVcwO—S————— mn 
, » he | Bey 
Dr yo + Com & | iio 
944 seqnte pans et wile 
— 
ower Te 
Seis % * 
% ra ; 
».6 li 
RS) | 
a : A jy 
A 7 
OE a eer = SS > Ue a 1a ee oS BP be a MOR ave a= sale 
ES | Saga me aR 7 ass Sa: aa, —_—, 2S eS ae! 
| Smee es eras: Make eee owas. ey. ge > te i sa Bee” a ao 
on — pecs: sas a ae “— i aaa ig a J a eee pe ei a os 
= Rae nT Bd ie . fi Nae . file AS — ne bor a 
at s Be 5Y ae pee es E © Pa agi. a a " x By > as ia 2 ‘ ; ae = 
- : ? ue oe zt > : . + 2 A E “eget 
‘as ole a aa - ; ieee | Ie Shee ee Tes Ba om a 
sits Bh ©. i MS ae ao AS ee ee, ee eee ae Bee 2 
, Bales a a ge oe Bag? se 2 Sess Sted Sua = pia = — = ore <i Ne Oe Se) oe ee 7 7 ere wy eee 
| es Peg tae ’ e te Mes Fos ge Lee ie < a. a = Spas ce i “5 ‘ ‘ie oe , a mis 
SP eee ire NR oa , _ =, ai ane a dee a is 
| SNE ERR ee ae a5 iy ‘ee = a 
a eats i 4. : a a ae 
Eat ceen ee £8 =" ae 2h eee 
ee noe oa Bia. ; : 7 2. A % MB ste La cabe in hy, : ae 
ae a i) ee mee mei; saciid {eo ae eee : ce es > 
ia ._ ae. i ae” = a. ee, 
oo! al — aes: ae >) Re ae i oe eee ~ Eire: ‘ a 
ia . i: ie 2 eS i Se a ey 
ti, ie ee Ses: :.. es eos, Be ihe: 7 eee = a 
¥ eee ORS. Se Pee ppt ca a e | = a Se wah ; - re , 
_—_ # — Sale ry, ee  — = 
ae ere “2 ae AS nil a <a Sas i. Pec Bae, 
i —— = a as rer athe Gi : re: . ; | si os Bee; S a BP ciad - 
i ae ae —— » ; ss : a 7 a , ‘Nail a a soe ; : 4 i dais F Sy eke . ts . ~ e es , fe re an 
% 2 : Si nee “ ting a es a ‘dae ; : a Pi es a ; 7 ae 3 - Tae ‘tee ied ia pia am - 
a lees ipaket one . age oi ee oe / <_< nig re ee ete es, ae 
Sea: ie oe ee > ae ee ae = a : ae BM 
% é Wg x a fe Sahn = iam eS a - opel Be os ae ed on 
ei # yet a er ek * fe ot : ee a 
i 2 Bpan ae Sees a) ; a ’ a, mee oe: ae 0 ly ee Sy a eae 
: 7 * ore —— ee des PM > — = an iii : i 
m y _ LO ee PEN >: et a nS 
g 7 ae, Pa FR a a Ra Th > aa ¥ 
# EE mee oa a ty 7 oe + : ie 
 o ee AAR DE, gies i uk er 
~ ae Sais tae  - 3 
- %, _ Sige, af oe ee, Beck ee ee = i, “at 
‘ : ee , +s ee eT eT 
NN -e ¥ A Se 4 i ie ie re i Ce 
ts . A. inthe en ce a on oH. ee,” Fees y =o > ° E % zee fe 
Ps ey a p Are et 4 Pees oe _ aaa 7 f ee 
RF Pye! tae ae e eo gee A YG eel 
| | Cp gars & sce \@) . <n eae 
Taz ev * . F ; eae eee # ae ed 
' ae Gs ‘Sad 2 ae : ae a wien 
; _- ma f ‘ 4: citahae® he t sae i Sai 
~ | : ‘a Be vgs, BS cor 
x —* ee. | { - = i a = 5 oS Sa a as 4 Ys “ghee 
i) ~~ Ba Fe, : : a i. mm oP. ~ Pape ee ok ; ee 
a) " t , o- A ee: 4 ES oe * =a pes ip Set ae : om er a=. ae a j a i irate. “jap 
= '" . 7 ce ¢ pee ghee oh be. i 2 aap 4 pct ye Reo eee 
N ‘ an. <i § © \ ie eee. ms, eR he fe Be = py 
C C " 4 ———— J OF FM ees ; 
i NY H } te J % ae 5 ie z bir ‘ me be : my — esis 1 em . ~ t 
/) r > ’ ee = i 7 3 ” tamer we ae " ge md sie a. a re wy ies 
‘ ies 5 5 ‘ : Some. eke “Ta ss ae 
SS 8 6) = ‘ ee : ae ee Mo Bae ae 
A Be é He = | Sia oe ae a ae 
a F 3 Se: ‘ x 4 ” ba ax 2 . ees 3 zi Ne i hie ; Ree oe Lally 
a ey. ae — a. ae ee a Bik 34 ote : 
’ : ‘ a id 4 aia a es +, Wclnteettaed i are ' 
| oP "ae p oy — es a iB bt Sues Me a a ial oa 
f = 2 } | a : . ) i pCa ees 2 es oa 
‘ %, P . ar . r ee re: a = , oe: 
\ a) A. ea Miietere tic ” ; Pe a ae iy Bti a. = 
Cs j Ae eas _. 5S ri ae faedl a of pee 
; Ba Ie a _— : a ae 2 ee —— aed a . ae 
, % SO ie eee = tt iy We lent aur alee eens wnat verse naten tt Sep reitialnenthngereiamedsatimnees 
a s 7 & i. he ea ees fi 
aq : + —— shied ear ye REBEL: aa ee a ee. Be , ce 
| F *- “=a ee a ee or a ae pales sr prea eats cee ath ts... in ok . Me: j 
\ gn Mty —_ P| ees «,.' aie f ot a bee i Pe 7 st igh Se ee : a 
| Z, a Sa a wn -o ft “ : ves me Sem nay eee ES OER <<, F "a wala =e os meng ae soe ie 
eh 3G “a +) (re 4 Sgt! ee . es an ; 9a, Rete et 
eer aaa Te > 7 A . es Bee ei oe siiaaas a . _ ‘ , isa ae a 
| RS b. - be ; f - 7 9 SO a: - = A "i ibe P i it a y. 7 ik aa eres > ae a ae z : 
ee ——— “a SS alle TC ell 7 
“aa , + ’ ae . - ‘ 5 ae ps i Be ~ aie a. ——: ? i ott — 
—- eT ii ar eee pe es ne fe Bic Brit a ee ie ss 
: Pret * “See — pains ¥ a ene ee ae oe ie. ee oe ‘ pha» Sa a i 
Bice! 7 ae ie , a ~| bad @ = ~ i cts sae , Sai med P ae 
Me ee : aaa ; , a a. Ema ' ae a = 
Po ae i AN a ~* a; ™ «428 a 
ame Le ee pe eT. es e ss “ 4 : \ fs re 
7 ele —— ; - ae —- 
°o © K F fe] g >) : - ihe ts ; ; = a F 5 7 cd 
“eee th 7 1 
a Co 
aE ago 
; =i a 
: a > - . 7 > 3 . = = ¥ A u = 3 Me P = 


AMONG LUMBER and 


in FIRST 


in CIRCULATION 
in ADVERTISING 
in LEADERSHIP 


‘Eaton Goes to Canada 

Eaton Laboratories, Norwich, 
N. Y., through McKim Advertis- 
ing, Toronto, will launch a cam- 
paign starting Jan. 1 of full-page 
technical ads in Canadian medical 
journals and drug trade papers to 
introduce Furacin Soluble Dress- 
ing to the Canadian medical pro- 
fession. 


WFVL Appoints Vainrib 

Stan Vainrib, formerly asso- 
ciated with Stations WJJD and 
WIND, Chicago, has been ap- 
pointed program director and 
manager of the Miami Beach 
studios of Station WFVL. 


Urges Advertising 
to Help Cushion 
1947 ‘Recession’ 


NEw YorK—Advertising, par- 
ticularly by retailers, may be a 
key factor in helping to cushion 
the coming recession which, “the 
way America is going now... is 
|inevitable in 1947,” Sylvia F. Por- 
|ter, financial editor and columnist 
of the New York Post, told the 


}at the recent monthly luncheon. 
In contrast to a current ‘too 


| up. 
| public opinion and, through ad- 
| vertising, retailers may stimulate 


Advertising Women of New York | >uying when buying is necessary 
| to support the economy.” 


Bay aati 
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, easy” ability to attract buyers, the 
|time is coming when “buyers will 
(have to be built again . . by 
making goods seem worth buying, 
|by stressing quality, by pointing 
out their usefulness,” Miss Porter 
| said, 

“The low in purchasing power 
of the dollar is being hit now,” 
'she continued. “From here on, 
|the dollar’s value is on the way 
Advertising helps mold 


Miss Porter declared that a 1947 
recession “should be temporary, 
but sharp . healthy for our 
economy, but it will hurt count- 
less thousands of wage-earners 
and business men, nevertheless.” 

Among her reasons for believing 
a “shake-out” unavoidable were: 
(1) Prices are too high for mil- 
lions of purchasers, with cost of 
living rising faster and much 
higher than incomes; (2) “a tre- 
mendous segment” of the buying 
public is being priced out of the 


;markets; (3) while demand xs 
| weakened by price rises, “billions 
| of dollars of almost finished gooxcs 
|/are in warehouses and now thi 
|controls are off, these will be 
turned into finished goods,” cre- 
|ating a supply that may surpas; 
| demand in many lines; (4) buyers’ 
resistance, extending to all in- 
come classes, and (5) an historica| 
precedent for a shake-out folloy- 
ing a postwar inflation. 


Halpern to Bass-Luckoff 


Nat Halpern, Los’ Angeles, 
wholesale jeweler and manufa:- 
turer, has placed its advertising 
with Bass - Luckoff, Hollywood 
National magazines and trade pub- 
lications will be used, augmented 
by a direct mail and point-of-sale 
campaign to retail jewelers, de- 
partment stores and_ specialty 
shops. 


Graham-Paige Appoints 
Graham-Paige Motors Corpora- 
tion, Willow Run, Mich., has pro- 
moted John V. Drum from assist- 
ant to manager of farm equipment 


sales. 


Who are 
| “The Big 3" 


in magazine readership? 


According to the latest studies of magazine readership, 
three magazines have more than 12,000,000 readers per 
issue. These are: 


LOOK ..: 12,650,000 
LIFE... 22,550,000 
POST .... 12,700,000 


These studies —a new survey sponsored by LOOK, and 
the latest Life Continuing Study of Magazine Audiences 
— were made by Crossley, Inc., with identical techniques 
and both were validated by the Magazine Audience Group 
made up of distinguished research experts. 


Save production 
time and money! 


Artype alphabets, arrows, numerals and symbols, 
both black and white, save you time and money 


are so easy to use. Printed on the underside of 


Want to know more? Write to LOOK, 511 Fifth Ave., 
New York 17, N.Y. 


transparent, self-adhesive sheets, this efficient, 
inexpensive method is the perfect answer to your 


‘ hightype-and-lettering costs. Mail coupontoday! 


Read by 
12,650,000 people 
each issue 


backing shee! 


printing on underside 
makes Artype smearless 


Aineticas Famiy 
gaze 


won't stick 
to hands 


Artype Incorporated 
Dept. 7, 30 East Illinois Street, Chicago 11, Illinois 
Please send me your free catalog and sample of Artype. 
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ons | 07% of Retailers 


Ocds * . e | 
hx {| Will Check Credit — 
Ye | 
v:- | More Carefully 
a New YorK — Eighty - seven per 
in- ent of credit managers of mem- 
ical er stores in 136 cities of the 
Vv. United States and Canada, sur- 
eyed by the National Retail Dry 
Goods Association, intend to 
f watch credit risks and limits 
les more closely from now on,” the 
ac. association has announced. 
‘ing Outstanding among 15 reasons 
od for this attitude were: less take 
te 4 home pay; fewer assured incomes 
a “ and less government pay; increased 
de- cost of living; decreased purchas- 
alty ing value of the dollar, and lay-| 
offs due to strikes. 
At the same time, however, the | 
is survey found that most of the | 
ra. stores covered are endeavoring to | 
TO- increase the use of charge ac- 
ist- 


counts. New charge accounts are 
being actively solicited by 59%,| 
and 58% are attempting to revive 


SELL SAN 


CLEAR CHANNEL © 1170 Kilocycles 


re WATTS 


rey 


0 ‘Mer of Sam Deeg os 
t. caf Newabapes Heluil 


JOURNAL 


Ge Lm aan 


.. “pREPRESENTED NATIONALLY BY 


-FREE & PETERS 


-~ 


b aeaad 
iil i te sy it te hh ins a 


,inactive charge accounts. 


politan Boston and in charge of| 
Sixty-two per cent reported in-| pool stock merchandising for New | 
creased instalment sales, with ee] poor has been named vice-| 


verage instalment sale of |President in charge of merchan- 
7 g + os |dising of Eversharp, Inc., with 


'Gemex Appoints Reiss 


manufacturer of watch 
i\has appointed Reiss Advertising, 


45 


|Appoints Cantor Agency 

Van Ness Mfg. Company, Dixie 
| tricycle manufacturer, and Bel 
Mar Hotel, both in Miami Beach, 


N...2., 
bracelets, 


Gemex Company, Union, 


|30%. At the same time charge) |New York. Plans for 1947 include| have appointed the Miami Beach 
| account collections have slowed in | POOmuarters in New York. |insertions in Esquire, Glamour,| office of the Solis S. Cantor Ad- 
44% of the reporting stores. The| | Pic, The Saturday Evening Post | vertising Agency, Philadelphia, to 


'Vanderhoof Reelected 


Albert W. Vanderhoof, vice- | 
_president and general manager of | 
Standard Duplicating Machines | 
Corporation, Everett, Mass., has 
been reelected president for the 
third year of the Office Equipment 
Manufacturers Institute. 


average drop in collections is 4%. 


Eversharp Names Rogow 


Arthur H. Rogow, recently re- 
leased from the Army and prior 
to that general manager of Sears, 
Roebuck & Co. stores in metro- 


and Vogue, 
ness papers. 


as well as eight busi- | handle forthcoming newspaper ad- 


| vertising. 


GIBBONS KNOWS CANADA 
J. J. GIBBONS LTD. 


CO BAY STRE TORONTO 


WINNIPEG, REGINA, CALGARY, 


ADVERTISING MERCHANDISING 


TORONTO, MONTREAL, 


EDMONTON, VANCOUVER 


News. Advertising. Readership Devoted 


(o Building a Better 


(Civilization 


Tne Worro:s Apvertisine Mepi™ 


From all quarters of the globe, spontaneous letters come 
from gratified advertisers in THE CHRISTIAN SCIENCE 
MONITOR. 

The following significant statement is typical: ‘‘Our 
records show that space in the Monitor has 
consistently brought us not only more inquiries at 
lower cost than any other publication on our Iist, 
but has also brought us more actual accounts.”’ 

Such plain talk is convincing proof of the extraordinary 
pulling power of this great international daily newspaper. 
The loyalty of MONITOR readers in many parts of the world 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
MIAMI: 1239 Ingraham Building 

KANSAS CITY: 1002 Walnut Screet 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W. 1: 21-23 Shaftesbury Avenue 
GENEVA: 28 Rue du Cendrier 

SYDNEY: 46 Pitt Street 


has been demonstrated as exceptional. They have learned 
through experience that they can rely upon what they read 
in the MONITOR, whether it be in the news columns or in 
the advertisements. Added to this is the fact that MONITOR 
readers have far better than average ability to buy. 
There is one best way to reach this important consumer 
group with full effectiveness and that is through regular 
advertising in THE CHRISTIAN SCIENCE MONITOR. You may 
obtain complete information about the MONITOR MARKET 
at our nearest branch office. — THE CHRISTIAN SCIENCE 
MONITOR, One, Norway Street, Boston 15, Massachusetts. 
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C&éO's Young Asks 
More Progressive 
Rail Promotion 


WASHINGTON—Insurgent railroad 


executive Robert R. Young, presi- | 


dent of the Chesapeake & Ohio, 
told the Interstate Commerce 
Commission last week that rail- 
roads could 
much equipment as now used if 


| railroader 


use eight times as| 


they set up an aggressive mer- 
chandising program to attract pas- 
senger traffic. 

Testifying against a proposed 
sale of Pullman service to a group 
of 46 roads, the rebel financier- | 
said the entire adver- 
tising budget for the $5 billion 
industry is only $5,000,000 a year, | 
“which compares with the budget 
of a toothpaste manufacturer.” 

“Railroads ought to open agen- 
cies in every community in the 


“*TRADE 


Exporters in every industry. 


é 


LET US MAKE YOUR CONTACTS NOW! 
To Develop Export Business 


Murray Serman 
Managing Director 


EXPORT 
IN WORLD MARKETS"' 


We have direct contacts with leading BUYERS throughout the world 
for all types of products and services for manufacturers, Jobbers and 
Shippers 
OUR THREE BIG GUIDES BRING RESULTS 

THE LATIN AMERICAN BUYERS GUIDE 


Printed in Spanish mailed direct to Latin America 


INTERN’L EXPORTER BUYERS GUIDE — INTERN‘L EXPORTER INDUSTRIAL GUIDE 


Mailed to other World Markets 


1261 Broadway, New York 1, N. Y. USA 


Forwarders—Banks. 


Over 1000 Advertisers 
WRITE FOR FURTHER DETAILS 


LATIN AMERICAN BUYERS GUIDE CO. 


= T 


country, 
General Motors have opened, to 
promote their wares,” he declared. 
By doing this, and by replacing 
their equipment every seven years 
instead of every 25 to 40, they 
would be a market for 300,000 
cars instead of 40,000, he said. 

Demands for an aggressive pro- 
motion program for railroad travel 
were voiced as Mr. Young was 
reported to be organizing a new 
association of railroads to com- 
pete with the AAR, which he says 
is controlled by old-line eastern 
roads. 


North Star Campaign 
Launches All-Wool Line 


North Star Woolen Mill Com- 


pany, Minneapolis, will introduce | 


this month a line of all-wool fab- 
rics to be “made into smart ap- 


|parel by exclusive quality houses,” 


in color pages in Charm, Esquire, 


| Harper’s Bazaar, Mademoiselle and 


Vogue. The company has been 
|producing all-wool blankets for 
80 years. 

Copy will present fabrics as 


they will be used in quality 


such as Coca-Cola and| 


women’s coats and robes, men’s 
robes, sport shirts and children’s 


garments. North Star is develop- 
ing specialized fabrics such as 
Shetlands, fleeces and shags as 


well as velours and flannels, for 
a variety of uses. The campaign, 
prepared by Batten, Barton, Dur- 
|stine & Osborn, New York, will 
|run over an extended period to 
tell the story of this ‘“‘new star on 
the fabric horizon.” 


‘Skat Moves to Buchanan 


Gallowhur Chemical Corpora- 
tion, New York, has moved its ad- 
vertising account on Skat, insect 
|repellent, from J. M. Mathes, Inc., 
|to Buchanan & Co. Merchandising 
'and advertising plans are now be- 
,ing completed. Skat is distributed 
| through the Skol Company, which 
| will continue to advertise Skol 
suntan lotion and cream through 
| Mathes. 


‘Schlitz Boosts Rosenak 


Theodore Rosenak, head of mer- | 


chandising sales promotion of Jos. 
Schlitz Brewing Company, 
waukee, has been named director 
of advertising and merchandising, 
succeeding E. B. Self. 


Smart shoppers use 


“YELLOW PAGES’ 
in the Telephone 
Directory 


Here’s why: To get the answers to many of 


their daily buying problems. 


Housewives use the ‘yellow pages’ con- 
stantly to find local dealers of branded prod- 
ucts and authorized servicemen; purchasing 
agents to find the nearest sources of supply; 
businessmen to get helpful buyinginformation. 


The ‘yellow pages’ save time and trouble 


for millions—day and night, in 


homes, offices, factories and at 
telephone pay stations. For years, 
it has been America’s favorite 


buying guide. 


Mil- | 
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Golly! Another 
Newcomer Joins 
Detergent List 


DALLAS—Golly, a newcomer t 
the detergent field, for the bat 
as well as laundry and kitche, 
work, is being promoted in , 
newspaper campaign in six south 


-¢ kgs Rg SSR 
AYOUR DISHES. . — 
Viti sies A 


| 


western states to which distribu- 
tion is confined. 

Quarter page and 260-line copy 
_is appearing weekly in about 15 
'of the larger newspapers in Texas, 
Louisiana, Kansas, Oklahoma, New 
Mexico and Arkansas. Grant Ad- 
vertising, here, was appointed 
agency for the account in October. 

Made by Nugul Mfg. Company, 
Wichita Falls, Tex., Golly is re- 
tailed in 24-ounce sacks at 25 
cents for the kitchen powder, and 


eight-ounce sacks at the same 
price for the perfumed bubble 
bath. Plans are under way for 


national distribution. 


Guides Film Production 
for Women’s Audiences 


The National Bureau of Club 
Programs, Inc., New York, for six 
years engaged exclusively in pro- 
motion to women’s clubs, has set 
up an advisory service for adver- 
tisers planning promotional films 
for distribution among women’s 
clubs of America. A booklet 0! 
“do’s and don’ts” of commercial 
film production for women’s audi- 
ences is being planned and wil! 
|soon be available. 

Among pointers for advertisers 


planning commercial films fo: 
women, Lynne Crider Lockwod, 
founder and director of the bu- 


reau, numbers the following: (1) 
A growing interest in “a frankly 
,commercial film employing a de- 
tailed advertising message”; (2) 
as much interest in the mechanical 


or handicraft processes of manu- 
product as in the 


facturing a 
product itself, and (3) ‘“self-iden- 
tification” in films—models resen 
bling women in the audience. 


‘ > 
Joins Ad-ver-tis-er 

John Duker, formerly weste 
| regional sales manager of t 
General Outdoor Advertising 
Company, with headquarters 
Kansas City, Mo., has joined t 
executive staff of Ad-ver-tis- 
working out of the central offic 
in Fort Wayne, Ind. 


| 
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ferent program.” 
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Mutual Outlets 
Now Total 374 


New YorK—Mutual 


network | Under 


{time only station, joining Dec. 15; | 


WROV, Roanoke, Va., 250 watts, | 
joining about Dec. 8. General | 
manager of WROV, a new station | 
construction, is Lambert 


continued piling up affiliates this | Beeuwkes, former member of Mu- 


week, adding 10 at one clip and 
jumping the total list of outlets 
to 374. 

KUOA, Siloan Springs, Ark., 
5,000 watts daytime only, owned 
by John Brown University and 
the oldest station in Arkansas, was 
to affiliate Dec. 1. Other additions 
are: 

WFHG, Bristol, Tenn., 1,000 
watts daytime only, joining Dec. 
15; WNOK, new 250-watt station 
under construction in Columbia, 
S. C., joining Dec. 15; WRNO, 
Orangeburg, S. C., and WKDK, 
Newberry, S. C., both 250 watts 
and joining Dec. 15 and March 
15, respectively; WRQN, Vidalia, 
Ga., 250 watts, joining Dec. 2; 
WTBC, Tuscaloosa, Ala., 250 watts, 
joining Dec. 15; WHAL, Shelby- 
ville, Tenn., 250 watts, 
Dec. 15 as a bonus station; WKSR, 
Pulaski, Tenn., new 250-watt day- 


billion dollar 
annual retail 


business is 
done by the 
nation’s gas 
Stations... 


The SUPER SERVICE 
STATION magazine is the 
0. | hook in this field. 


Write for “Facts” folder 


Tie Irving-Cloud Publishing Co. 


North Michigan Avenue, Chicago 11 
Also publishers of JOBBER TOPICS 


joining | 


| 


| 


tual’s station relations department. | 


Heads Pacific Four A’s 
Warren E. Kraft, vice-president 
and manager of Honig-Cooper 
Company, Seattle agency, was 
elected chairman of the Pacific 
council of the American Associa- 
tion of Advertising Agencies at 
the group’s recent convention in 


Santa Barbara, Cal. 


C. W. Doebler has resigned as | . P 
promotion manager of Station'| Rival Perfume Appoints 


KMOX, St. Louis, effective Dec. 1, 
to open an advertising agency in 
Shreveport, La. 


Rival Perfume, Paris, has ap- 
pointed Radco, Inc., New York, to 
|handle advertising; Robert Trent 


Jones, New York, as American;ing manager of Para Ti Corpora- 
representative, and Marquis & Co.,| tion, New York manufacturer of 
New York, as sales agent, for Bois| Tuya perfume, to join Radco as 
du Sud, Ondes, Poivre and Baroco | account supervisor on Rival and 
perfumes. Blaine Faber has re-|member of the executive commit- 
signed as secretary and advertis- | tee. 


PH Economies possible in black and white 
pLANOGRA printing. Fast ser- 
vice. Expert press- 


work. 


Phone State 5977 
RAPID COPY SERVICE - 123 N. Wacker Drive - Chicago 6, Illinois 


fhe 


...and this is the 


TOLEDO 


Plaskon’s rapid development has 


come through adhe 
ideals of service in it 
Likewise, The Blad 


his és VOledo 


In 1930, a small brick building in Toledo housed 


the beginning of the first Plaskon product. Today, 
on a 40-acre tract, a great new plant is being erected 
to meet world demands for the many versatile Plas- 
kon plastic materials. The new plant will stimulate 


greater research, experiment and development in the 


synthetic resin field... For years, Plaskon research 


BLADE 


ring to high 
s special field. 
e has always 


aimed to grow by responsible serv- 


ice to its readers in Toledo and 


throughout the 14 c 


comprise the productive ‘Toledo Re- 
tail Trading Area.. 


ounties which 


.anm area in 


which it has today a degree of cover- 


age equaled by few, 
papers in the nation. 


if any, news- 


chemists and engineers have kept a finger on the 
pulse of industry. They have studied trends. They 
have formed the habit of looking ahead. Their 
efforts will continue to serve and grow with the fast- 
expanding needs for these vital materials—Plaskon 
molding compounds, resin glues, special industrial 
resins and coating resins for the paint, varnish and 
lacquer industry... materials serving the molder, 


fabricator and industry in general. 


Write for ‘This is Toledo” booklet. 


TOLEDO BLADE 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 
MEMBER OF THE AMERICAN NEWSPAPER ADVERTISING NETWORK 
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She wants to know that her young go through college, 
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Insurance men know that for double indemnity 


It pays to sell both without favor or enmity. 


Their companies find that they safeguard their sales 
By selling their service to females and males. 


The American Magazine double-exposes DOUBLE-EXPOSES ends 
US Oph 

Their ads to both sexes—it’s under both noses. YOUR ADS ad 
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THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17,N. Y. families, as revealed by nation-wide survey. Write pany 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, WOMAN'S HOME COMPANION for your free copy of “Foundation for Tomorrow.” 
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[ YOU OUGHT TO KNOW . . . BUSINESS CHART OF THE WEEK ... THE PAY-OFF . . . OTHER FEATURES . . - 


MME LS —: 


the Creative Wau? Corner 


Advertising people ‘who have been 
forced into the it’s-wonderful, it’s-mar- 
velous type of copy by the inability of 
appliance manufacturers to reconvert 
successfully for the production of new 
models, will find a good deal of relief and 
a certain amount of hope in today’s ex- 


hibit. For, if our count is right, General 
Mills lists 15 specific and presumably 
important reasons why every woman 
should get hold of one of its new Tru- 
Heat Irons as soon as she possibly can. 
We say “presumably important’ be- 
cause we have never ironed anything in 
our life bigger than a penny—under 
street car wheels. However, there does 


You Ought to Know . 


Most people would be content with one 
autobiography. Earnest Elmo Calkins 
has written two: ‘Louder Please!”’, pub- 
lished by the Atlantic Monthly Press in 
1924, and now ‘and hearing not Ze 
(Scribner’s; $3.75.) 

The first was sub- 
titled “The Autobi- 
ography of a Deaf 
Man”; the second, 
“Annals of an Adman.” 
But in both, the ad- 
ventures which deaf- 
ness itself creates and 
the adventures and ac- 
complishments of writ- 
ing and advertising are 
intermingled. Some of 
the material of neces- 
ity is the same, but Mr. Calkins devotes 
twice as many chapters to advertising in 
the current, longer “second life.” 

Earnest Elmo Calkins was 54 when he 
wrote “Louder Please!” He is 78 now. 
Thus the current book covers almost one- 
third more of a lifetime. The fact that 
for the last 15 years he has been “re- 
tired,” and the control of Calkins & 
Holden advertising agency has rested 
vith others, does not mean that he has 
een completely “out” of advertising. 
Probably since 1931 he has not written 
in ad, but as an elder statesman of ad- 
ertising and still a vigorous critic of it, 

counsel continues to be sought and 

; Opinions to be valued, 

The agency which for 20 years Earnest 

lkins and Ralph Holden guided to- 
Sether, and which he directed for five 
fars after Mr. Holden died in 1926, to- 

has only one-third of its peak bill- 
ss of 1929. And, as Mr. Calkins Says, 
en then “there were larger agencies... 
icing three times as much.” 

He describes the difficulties, for ex- 
ample, of holding the H. J. Heinz Com- 

account after Mr. Holden’s death 
ause Howard Heinz “did not like to 


Earnest E. Calkins 


seem to be a kind of old-fashioned di- 
rectness about this advertisement-with- 
out-superlatives that we think is pretty 
exciting: 

“It takes 15% less energy to roll the 
new General Mills True-Heat iron over 
on its low Safety Side Rest than to lift 
an iron up onto a heel rest or separate 
stand.- Safer, too. There’s less chance 
of the iron tipping or falling because it’s 
actually 87% more stable than an iron 
that sticks up on a heel rest. Take hold 
of one of the new General Mills Tru-Heat 
irons as soon as you possibly can! 

“Covers more ironing at every stroke. 
Sole-plate is 15.7% larger, 28% longer, 
than average of five other leading irons. 
New shape reaches hard-to-get-at places 
with either end. All-around Button 
Bevel gets under buttons with any part 
of the edge. 

“Right heat for every fabric. Iron 
every fabric at its best temperature. Tru- 
Heat Fabric Selector has both fabric and 
temperature markings. Follows ironing 
temperature recommendations of Good 
Housekeeping Institute. 

“The surface that irons the fabric is 
part of the Tru-Heat Control, the most 
accurate known type of iron heat regu- 
lator. What wonderful protection for 
delicate modern fabrics! 

“It’s right in weight. Super-accurate 
temperature control does the ironing... 
not weight or pressure. Weighs only 334 
pounds .. . the right weight for easy, 
efficient ironing.” 

This isn’t a pretty advertisement. But 
there is both news and promise in its head- 
line. Each paragraph rings true. And 
every one is also full of “sell.” 

All of which adds up to pretty nearly 
perfect performance. 


e e Earnest Elmo Calkins 


deal with a subordinate,’ and Mr. Cal- 
kins’ extreme deafness kept him from 
active contact work. 

But despite the fact that Calkins & 
Holden had been a vigorous agency, pio- 
neering in many techniques, such as the 
effective use of design and color; despite 
the fact it had fostered many leading 
creative personalities in advertising, it 
was still a “two-man agency.” When Mr. 
Holden, the “contact” partner died, the 
“creative” partner, Mr. Calkins, admits 
that he could not carry on alone. 

Mr. Calkins blames this on his deafness 
and on the fact that when “the whole 
business structure of the world began to 
go downhill... it was no longer possible 
to sit in an office and let business come 
to you. You had to go out and get it.” 
But other major agencies, even then, were 
going out and getting it. Although many 
suffered, some reached new peaks of ex- 
pansion in the early ’30s. They had 
learned to develop groups of principals 
serving all phases of the business. 

There were, however, advantages from 
the Calkins way of doing things. When 
Edward Bok retired after 30 years as edi- 
tor of Ladies’ Home Journal he placed a 
substantial endowment with the Harvard 
School of Business for an annual series 
of advertising awards. The first gold 
medal to “the individual who has done 
most to raise the standards of advertis- 
ing’ was awarded to Earnest Calkins. 

Although others received the cash 
awards and Mr. Calkins the medal, “the 
material benefit,” he says, “came from 
an unexpected quarter. For several years 
Calkins & Holden, along with other agen- 
cies, had been carrying on a running 
argument with the Federal Tax Bureau 
as to the status of agencies for tax pur- 
poses. The department insisted on classi- 
fying us as businesses, while we main- 
tained we were professional men, like 
lawyers or architects, that we had noth- 
ing to sell but personal service. The dif- 


ference was worth arguing about, for in 
our case in those prosperous years it 
amounted to about $50,000 additional tax 
yearly. The day after the Harvard pub- 
licity broke, we received a letter from the 
Internal Revenue Collector to the effect 
that in view of the Bok award the tax 
bureau had decided to grant us personal 
service classification, which of course ap- 
plied to other agencies in our class.” 

The list of accounts which Calkins & 
Holden served was long and varied, and 
up to the time of Mr. Holden’s death the 
names on it were increasingly prominent. 
Some of them which Mr. Calkins men- 
tions, with anecdotes about their prin- 
cipals and problems, were Ingersoll 
Watch, Beech-Nut Packing, E. R. Squibb, 
Dobbs Hats, Thomas A, Edison Industries. 
He recalls the agency’s creation of 
“Phoebe Snow” for the Lackawanna 
Railroad and of “Sunny Jim”—both with 
the help of jingles—for Force cereal. 
(The Lackawanna recently returned to 
“Phoebe Snow” with jingles.) 

But equally interesting were its pub- 
lication accounts. These ranged from 
The Saturday Evening Post, American 
Magazine, Woman’s Home Companion 
and McCall’s to the old MeClure’s, which 
—-because it also involved association 
with such personalities as Ida Tarbell, 
William Allen White, Ray Stannard 
Baker, Lincoln Steffens, and of course 
S. S. McClure and John S. Phillips, his 
fellow graduates of Knox College, Gales- 
burg, I1l—were Mr. Calkins’ special de- 
light. “I liked promoting magazines,” he 
writes, “for I am at heart a publisher.” 
Frequently he was contributing to the 
magazines which he promoted, 

He has worked—and is still working— 
for truth and good taste in advertising. 
Probably the calm and gentle Earnest 
Calkins came closest to losing his temper 
when he read in the mid-’20s an adver- 
tisement for Lucky Strike cigarets, based 
on a testimonial from Capt. George Fried 
of the “America” on how Lucky Strikes 
had helped him and his crew to save the 
crew of the stricken ship ‘Florida.” 

In Advertising & Selling he wrote: 
“Testimonials like these, which reveal 
even to the gullible, unthinking public 
that they are not unsolicited, spontaneous 
tributes, are undermining the belief of 
the public in all advertising. 

“TI was glad to read... that Captain 
Fried’s superiors had thought better of 
their plan to send him on a lecture tour 


to advertise the United States Lines; for 
that at least was in as questionable taste 
as hiring him to puff a cigaret .. .” 

Earnest Calkins served his time as a 
printer. Despite his deafness he was a 
newspaper reporter in Galesburg. His 
New York editorial experience was con- 
fined chiefly to a butcher trade paper, at 
$20 a week. He returned to Galesburg 
as a brief prodigal son, and served as 
“advertising counsel” to 25 local mer- 
chants and others, writing ads for 25 
cents to $1 each. A contest brought him 
to the attention of the late Charles Austin 
Bates, and Mr. Calkins went back to New 
York to join the Bates agency at $15 a 
week. Except for trips to Europe and 
’way points, he has lived in and near 
there ever since. 

He was concerned with the group de- 
velopment of advertising art since before 
the National Arts Club held its first ex- 
hibition of advertising art in 1908, and he 
has long been active in promoting the Art 
Directors Club of New York. At one 
time and another he has belonged to 11 
clubs, but has now “settled down to two,” 
the Grolier and the University 

A circumstance which Mr. Calkins does 
not mention in “and hearing not—” is 
the fact that he sired the advertising 
news columns which now appear in sev- 
eral newspapers. 

When he was awarded the Harvard 
medal a number of newspapers (in addi- 
tion to leaving the “a” out of Earnest) 
published his picture under such captions 
as “Champion Ad Man.” Mr. Calkins did 
not like to be confused in the public mind 
with fighters or sprinters. He himself 
personifies gray-bearded dignity, and he 
felt that advertising also rated more dig- 
nified treatment. He also thought that 
the business of advertising was by then 
large and important enough to merit ex- 
perienced and continuous reporting of its 
developments. 

He suggested the idea of a daily column 
on advertising news to Cyrus H. K. 
Curtis, who then owned, among others, 
the New York Evening Post, and it was 
launched in April 1926. 

Earnest Elmo Calkins still writes, and 
occasionally makes a speech. Between 
times he busies himself with woodcarv- 
ing, scale models of ships and buildings, 
gardening, and privately printed books. 

But he keeps a weather eye peeled for 
the advances of advertising—and the 
shortcomings. 


lhe Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


HOW TO ESTIMATE THE TOTAL PULL OF ANY ADVERTISEMENT 


After you have a 


record covering several a 


nee, 


insertions in a publica- 
tion, it is a simple 
matter to estimate 
what the final total 


TABULATE RESULTS BY MONTHS AND THEN FIGURE 
THE AVERAGE PULL FOR EACH PERIOD 


: ; First First First Final 
will be after each new Key 30 Days 60 Days 90 Days Pull 
insertion has_ pulled Sees. oe , . = 
for 30 days. A-400 $ 26.80 $ 39.50 $ 54.90 $ 68.00 

Here’s how you can A-450 296.77 503.92 586.23 749.27 
do it: Count the total A-500 66.50 106.50 121.00 137.00 
number of inquiries or A-800 375.20 569.76 764.81 968.50 

dave tenia Ginn Cae 241.38 408.70 483.42 672.5! 
<i er oe 98.60 134.80 176.70 235.50 

sige soda 4 - 198. moe 385.20 486.00 
You can start to count 3.900 103.08 7048 190.60 242.68 
from the date the first p_g99 152.05 239.60 297.95 340.75 
reply is received. In- 6.800 330.75 614.74 702.00 808.00 
clude Sundays in your : 
total. Suppose, for ex- TOTAL $1,889.88 $3,145.05 $3,763.41 $4,708.21 
ample, you received 40 % Pull 40%, 66%. 80°, 100%, 


replies during the first 
30 days’ pull, and then 
at the end of six ~- — 


By analyzing a number of advertisements you can strike a general 


average. 


months, it produced 
100 replies, you could 
figure on a 40% pull the first 30 days in 
estimating future insertions. 

Study each publication’s pull because 
they will vary according to the percent- 
age of newsstand sales vs. subscriptions. 

When a magazine has a high percent- 
age of subscriptions out of its total circu- 
lation, it will pull faster but drop off 
quickly, too. This is because all the 
subscriber copies are mailed within a few 


days. 

With a newsstand magazine, the copies 
are sold over a period of time which 
means a slow but steady pull. 

A daily or weekly publication pulls 
very rapidly, but it also goes dead 
quickly. The reading life of a daily 
newspaper rarely exceeds 48 hours, while 
a weekly magazine loses its reader in- 
terest within 10 to 15 days, as a rule. 
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Standards Group 
Hears Brands Hide 
Worthless Goods 


Consumer Leader 
Asks Minimum Grades 
to Save Economy 


New York—“Is this article 
worth anything at all?” Mrs. Guy 
Moffett, representing the Ameri- 
can Association of University 
Women and the American Home 
Economics Association, asked this 
as one of six questions in con- 
sumers’ minds about products be- 
fore the 28th annual meeting of 
American Standards Association 
here. 

“Minimum standards that would 
place a floor under quality never 
seemed so important before,” Mrs. 
Moffett emphasized. The war has 
taught Americans that “even this 
fabulously rich country cannot af- 
ford to waste materials and man- 
power on products that are worse 
than useless.” 

She mentioned, among others, 
examples of “pans so thin that 
food burned in them quickly and 


the bottoms melted away”; of 
women’s blouses that will neither | 
wash nor dry clean; of “slips of | 
nylon that can be worn only once 
because all the seams pull out”; of | 
children’s shoes “with soles that | 
come loose and thread that breaks | 
in the seams with the first week's | 
wearing.” | 


Asks Informative Labels 


Consumers, Mrs. Moffett said, | 
“could buy 25% more... if they | 
had facilities for rational choices 
now available to business purchas- | 
ing agents.” But, she warned, such | 


standards must be “stated in terms | 


understandable to a literate per- | 
son, and carried through from pro- | 
ducer to retailer to consumer in | 
advertising, and in informative 
labels attached to the products 
wherever possible. . . 

“There used to be a notion that 
the demand for standards defining | 
relative worth was a deliberate at- 
tempt by a few consumers to under- | 
mine the prestige of brand names. | 
... The fact that the most success- 
ful radio commercials are those 


GET THE 
CLIPPINGS — 


News Items—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Str 


poking fun at the old types of ad- 
vertising should help to dispel this 
attitude. A novel with a similar 
theme has stood at the top of the 
best-seller lists for weeks. .. We 
all know that the impulse to brag 
is a common human failing, and 
we have been exposed to super- 
colossal adjectives for so long that 
our ears are deafened to them any- 
way.” 

Because industry has “so few 
standards” on the relative worth 
of products, Mrs. Moffett ex- 
plained, “testing and rating serv- 
ices such as Consumers Union and 
Consumers’ Research flourish,” 

In addition to three questions 
on “value,” she stressed the im- 
portance of such factors as safety, 
size and fit, and “what does the 
name or descriptive adjective 
mean?” 


Cites Growth of Association 


Henry B. Bryans, Philadelphia 
Electric Company, president of the 
association, cited its expansion in 
the past year, with the addition of 


groups of motion picture engineers, 
A 


heating and air conditioning con- 
tractors, the National Paint, Var- 
nish and Lacquer Association, the 
screw industry, asbestos cement 
products, and compressed gas 
manufacturers, The ASA now em- 
braces 58 member-bodies, 38 as- 
sociate members and about 2,000 
company members. Its library em- 
braces more than 20,000 standards, 
domestic and foreign. 

The association, Mr. Bryans said, 
has made rapid strides in the past 
year in addresses and in publicity 
in newspapers, business papers and 
radio to “promote the knowledge 
and use of American standards and 
of standardization as a means of 
advancing the national economy.” 

Howard Coonley, chairman of 
the ASA executive committee, 
pointed out that “because of the 
urgent requirements of such a 
greatly broadened program,” the 
association has added nearly $250,- 
000 to its normal income of $160,- 
000, “and another $100,000 is in 
sight.” 

Among others, Mr. Coonley ex- 
plained, “we have stirred the in- 
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terest of food companies, soap pro- 
ducers, retail groups, the adver- 
tisers and others who are in direct 
contact with the ultimate con- 
sumer, whose representatives are 
looking increasingly to ASA for 
guidance in developing consumer 
standards.” 


Lack Named President 


Ephraim Freedman, director of 
standards for R. H. Macy & Co., 
said that “though industry has 
contributed so much to the phys- 
ical well-being of the nation, it 
has failed (1) “to keep the public 
informed” of these contributions, 
and (2) “to keep pace with the 
public demand for the more rapid 
and the more widespread develop- 
ment of standards in the consumer 
goods fields, particularly those in- 
volving clothing and home furnish- 
ings.” 

Frederick R. Lack, vice-presi- 
dent of Western Electric Com- 
pany in charge of its radio divi- 
sion, was elected president of the 
association. 


Hewitt Rubber Division 
Revises Restfoam Ads 


Hewitt Rubber division of He. 
witt-Robins, Inc., Detroit, has re. 
vised and expanded its Decembe; 
and January trade publication 
schedule to tie in with the com. 
pany’s Restfoam exhibit at the 
winter furniture market to be hel 
in Chicago Jan. 6-18. 

In place of its usual product 
series Hewitt’s December copy in 
Furniture Manufacturer, Interiors 
and Retailing Home Furnishings 
will carry an invitation to visit the 
Chicago exhibit. In addition, Chi. 
cago Market Daily will carry 19 
insertions. Restfoam consumer 
advertising and the regular cam. 
paign on Hewitt’s industrial rub- 
ber products continue. Ross Roy, 
Inc., Detroit, is the agency. 


Names Lester Harrison 


Sales Associates, New York, 
sales representative for du Coeur 
compacts and cigaret cases and 
Lord Marlboro jewelry for men, 
has appointed Lester Harrison, 
Inc., for a national advertising 
campaign in business and con- 
sumer publications. 


Why isn’t the man laughing ? 


AT THE MOMENT he hasn’t a worry in 
the world. He's completely relaxed. And he’s 
reading the comics. 


The comics. 


So why isn’t he laughing? Well, any dev- 
otee of America’ 
tainment can tell you. 


You see, the 


funny. They were at one time. They were 
a sort of vaudeville in print. But just as vau- 


deville graduated 


better, so did purely funny comics. Just take 
a look at them and see. 


Today's comics are entertaining fiction 
in picture form—running the gamut of emo- 
tions. That’s why more people than ever 
before not only read the comics — but follow 
the adventures and heartbreaks and vicissi- 


s favorite form of enter- 


comics aren't necessarily 


into something bigger and 


1. Atruly national network of independently 
edited color comics sections appearing in 48 of 
the nation’s strongest Sunday newspapers. 


2. Read faithfully by upwards of 80% of the 
adults in the 18,000,000 families who buy them 
—more than 14 of the families in the country! 
The vast teen-ager readership is a plus. 


3. The largest assembled audiences of the na- 
tion’s most popular features. Not just one, but 


Have you heard the Metro 
Group Comics story lately? 


METROPOLITAN GROUP COMICS—IN BRIEF 


tudes of their favorite characters as regu- 
larly as they eat and sleep. 


NO OTHER form of entertainment 
attracts such loyalty from its followers as the 
comics sections of the nation’s leading Sunday 
newspapers. 


And advertisers wise enough to recognize 
the tremendous importance of such loyalty, 
divert it to their products—on the pages of 
the Sunday Comics Sections of 
Metropolitan Group. These sec- 
tions sell as they entertain—like 
any good salesman! 

INCREASING USE of Metro 
Group Comics by the nation’s lead- 
ing advertisers attests to the as- 
tounding sales powerofthismedium. 


dently edited sections. 


medium. 


dates. 


every Syndicate supplies these great indepen- 


4. A national sales medium affording the most 
extensive and intensive coverage available in any 


5. A highly flexible and economical medium— 
allowing you to choose your most productive 
markets, change copy, dealer listings, insertion 


BALTIMORE SUN 

BOSTON GLOBE 

CHICAGO TRIBUNE 
CLEVELAND PLAIN DEALER 
DETROIT NEWS 

WEW YORK NEWS 
PHILADELPHIA INQUIRER 
PITTSBURGH PRESS 

ST. LOUIS GLOBE-DEMOCRAT 


WASHINGTON STAR 

DES MOINES REGISTER 
MILWAUKEE JOURNAL 
MINNEAPOLIS TRIBUNE 
ST. PAUL PIONEER PRESS 


CHARLOTTE OBSERVER 
CHICAGO SUN 
CINCINNATI ENQUIRER 
COLUMBUS DISPATCH 


OPTIONALS DALLAS NEWS 
ATLANTA JOURNAL DETROIT FREE PRESS 
BOSTON HERALD HOUSTON CHRONICLE 


BUFFALO COURIER-EXPRESS 


INDIANAPOLIS STAR 

NEW ORLEANS TIMES-PICAYUNE 
NEW YORK HERALD TRIBUNE 
OMAHA WORLD-HERALD 


ST. LOUIS POST-DISPATCH 
SYRACUSE POST-STANDARD 
WASHINGTON POST 
METRO PACIFIC 


SACRAMENTO BEE 

SALT LAKE CITY TRIBUNE 
SAN DIEGO UNION 

SAN FRANCISCO CHRONICLE 


FRESNO BEE 
LONG BEACH PRESS-TELEGRAM 


PROVIDENCE JOURNAL 
ROCHESTER DEMOCRAT & CHRONICLE 
SAN ANTONIO EXPRESS 
SPRINGFIELD UNION & REPUBLICAN 


SEATTLE TIMES 

SPOKANE SPOKESMAN-REVIEW 
TACOMA NEWS TRIBUNE 
PHOENIX ARIZONA REPUBLIC 


LOS ANGELES TIMES 
OAKLAND TRIBUNE 
OREGON JOURNAL 
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Stewart-Warner 
‘Midget Furnace’ 
Gets 3-Area Test 


New YorK—A _ gas - burning 
“midget furnace,” expected to re- 
tail at about $200 will be intro- 
duced by Stewart - Warner Cor- 
poration’s heater division, Indian- 
apolis, in January in different but 
equally intensive three-month 
newspaper test campaigns in Hous- 
ton, San Antonio and Louisville, 
Lynn A. Williams Jr., vice-presi- 
dent of the division, told AA. The 
campaign will be handled by Mac- 
Farland, Aveyard & Co., Chicago 
and New York. 

The new furnace, called the 
South Wind, is an outgrowth of 
the corporation’s wartime experi- 
ence with aircraft heating equip- 
ment; is about the size of a suit- 
case, and weighs without cabinet 
45 pounds and with cabinet 70 
pounds. Each heating unit has a 
capacity to heat about two and 
one-half rooms. 


1946 


The units are small enough, Mr. 
Williams said, to be recessed in a 
wall between two rooms, dis- 
tributing heat to each of them; 
tucked away above the top shelf 
in a closet, distributing heat to 
two or three rooms through short 
ducts; beneath the floor; in the 
floor; in the ceiling, or in the attic. 

Instead of a pilot flame, electric 
spark ignition is used. “So far as 
we know,” he pointed out, “this is 
the first time American Gas As- 
sociation has approved a device of 
this kind.” The AGA label will 
be used on it. 

Gasoline will not be used as a 
fuel, and Stewart-Warner is not 
yet ready to adapt it to fuel oil. 


Extends ABC Contract 
Club Aluminum Products Com- 
pany, Chicago, has extended its 
contract with the American Broad- 
casting Company to 52 weeks 
after originally signing a 13-week 
contract for the sponsorship of 
“Club Time” heard Mondays from 
9:45-10 a.m., CST. Trade Devel- 
opment Corporation, Chicago, is 


the agency. 


CONGOLEUM-DEVELOPED—This Gold 
Seal rug display fixture, recently devel- 
oped by Congoleum-Nairn, Inc., Kearny, 
N. J., is being placed in a limited num- 
ber of stores for observation under re- 
tail selling conditions. A patent has 
been castes for and plans are bein 

made for general distribution throu ; 
C-N wholesalers at a later date. The 
device may be fastened to the wall or 
converted into a free standing rack. 


Joins Four A’s 

Mithoff & White, El Paso, has 
joined the American Association 
of Advertising Agencies. 


Linen Group 
Breaks First 
National Copy 


Cuicaco — With copy in Time 
and about ten business papers, the 
Linen Supply Association of 
America will begin Jan. 1 the first 
comprehensive advertising cam~- 
Ppaign in its 35-year history. 

At an estimated cost of about 
$40,000 for 1947 and increasing 
amounts during ’48 and ’49, the as- 
sociation will place black-and- 
white one and two-column ads in 
such publications as American 
Restaurant, Drug Trade News, 
Drug Topics, Food Field Reporter, 
Master Barber & Beautician, Meat 
Merchandising, Modern Beauty 
Shop, Modern Industry, National 
Grocer’s Bulletin and Purchasing. 

The campaign spotlights the as- 
sociation’s new slogan, “‘Servilinen, 
good for your business.” The in- 
dustry-wide promotion is backed 
by 739 member companies. 

Cost of the promotion is being 


Metropolitan Group 


Womrcs 


THE NATIONAL NEWSPAPER NETWORK—EDITED LOCALLY FOR 18,000,000 FAMILIES 


~~Y, SP 
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borne by association members 

through dues payments which will 

be doubled beginning Jan. 1. 
Ruthrauff & Ryan is the agency. 


Names Homer Griffith 


Fremantle Overseas Radio Ltd., 
European radio station represen- 
tative, has appointed the Homer 
Griffith Company as its represen- 
tative in Hollywood, San Fran- 
cisco, Chicago and Dallas. 


Joins Columbia Records 


Beryl L. Reubens, formerly in 
charge of publicity and advertis- 
ing for Empire Airlines, has joined 
the publicity staff of Columbia 


Recording Corporation in New 
York. 
NO. 4 OF A SERIES 


Tommy’s uncle is 
working at his first 
Civilian job, and 
he’s found out that 
plenty of civilians 
get up before 10 in 
the morning! Right 
now he’s behind 
schedule. John 
Ford’s morning news 
program is on, and 
Eddie should be eat= 
ing breakfast. John 
Ford’s news program 
is almost as impor— 
tant as a cup of 
coffee (nothing could 
be just as important) 
to Minneapolis and 
St. Paul people. 
Eddie better hurry. 


You better hurry, 
too, and get your 
message on 


th DOUBLE-DUTY 


STATION 
Serving two-thirds of the 
state's buying power 
rvral—urban 


ABC... plus High-listener locals! 


FREE and PETERS 
National Representatives 
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Appoints Bresler 
Harvey J. Bresler, formerly 
sales manager of the Barbizon 


Corporation, has been appointed 
director of marketing and sales 
planning of Alfred J. Silberstein- 
Bert Goldsmith, Inc., New York. 


Appoints Walker 


Harry W. Walker Jr., formerly 
with the Los Angeles office of 
W. F. Coleman Company, has 
joined Lockwood-Shackelford Ad- 
vertising Agency, Los Angeles, as 
account executive. 


Legere Joins Don Lee 


Marcia P. Legere, formerly with 
Mademoiselle, has joined the pub- 


licity department of Mutual - Don 


Lee network in Hollywood. 


“Best edited ond 
most thorough coverage of 
fruit growers of ony sec- 
tional farm paper in U.S." 


soys Jock Neil, 

western monoger, 

Sherwin- Willioms Insecticide Dept 
Write for full story 

1135 S$. E. SALMON ST. * PORTLAND 14, OREGON 


Fair Trade Head 
Says Admen Inept, 


Harm Industry 


New YorkK—Asserting that ad- 
vertising and public relations 
men do not employ the same 
realistic approaches to selling the 
free enterprise system that they 
do to commercial products, John 
W. Anderson, president of the Fair 
Trade Council, told the associa- 
tion’s annual forum here this week 
that “millions of dollars spent at 
the so-called national level in bril- 
liant advertisements offering a 
short course in Americanism have 
done the cause of industry in 
America vastly more harm than 
good.” 

In a speech bristling with sar- 
casm, Mr. Anderson said “master 
minds in the advertising profes- 
sion accept, perhaps reluctantly, 


alliances with top thinkers of the 
younger and more vibrant clan 
which confesses an understanding 
of that admittedly more profound 
art known as public relations. They 
sit together around a constellation 
of desks and proceed at once to for- 
get all they have learned in or- 
ganizing distribution for the tan- 
gibles of industry.” 


‘Only Commissions Left’ 


The campaigns these men pre- 
pared “have been skilfully com- 
posed usually in such form as 
would gratify their sponsors. The 
only man who needed the message 
perhaps shrank from it, if he saw 
it at all. Its very extravagance 
aroused his suspicions. He closed 
his mind—and the desk-bound 
genius who created the campaign 
had left only his commissions to 
comfort him.” 

These comments were part of a 
speech in which Mr. Anderson— 
who heads Anderson Company, 
an automotive parts maker—advo- 
cated defense of patent, copyright 
and fair trade laws by a campaign 


g 
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aimed at the public at the local 
level, using established distribu- 
tion outlets to disseminate the 
ideas. 

In a panel discussion, talk cen- 
tered on action necessary to main- 
tain price floors. A panel mem- 
ber, B. S. Pierson, Corning Glass 
Works, described how his com- 
pany instituted 85 suits between 
1937 and 1939, and _ effectively 
stopped price-cutting by asking 
for an injunction and accepting 
consent decrees. 


Quick Action Urged 


The consensus of comment from 
the panel and the floor was that 
price floors must be protected by 
prompt legal action. Courts have 
held, Mr. Anderson pointed out, 
that tardy enforcement of fair 
trade contracts is ground for ex- 
cusing violation of contracts by 
retailers who cut prices to meet 
competition. 

In answer to a question about 
the advisability of embarking on 
fair trade, I. W. Digges, general 
counsel to the association, told the 


The 


ASK THE 


Kelley, 


MAN WITH SS 


The "'Reps'': Branham Co., Jann & 
O'Mara & Ormsbee and 
Sawyer-Ferguson-Walker Co. 


local happenings. 


pictures and local features. 


America. 


these media. 
vure. 


package, 


Locally-Edited Sunday Magazines 


ATLANTA JOURNAL 
COLUMBUS DISPATCH 
HOUSTON CHRONICLE* 


LOUISVILLE COURIER-JOURNAL 
THE NASHVILLE TENNESSEAN 


NEW ORLEANS TIMES- 
PICAYUNE-STATES 


*Color not available in the Houston Chronicle at present. 


Magazines 


root for the home team! 


Win or lose, the Local Team always rates the loudest 
cheers, the most enthusiastic following. 
just naturally interested most in local persons and 


People are 


Here’s reason enough why the six colorful Locally- 
Edited Magazines are read so avidly cover-to-cover 
each Sunday by over 1,246,000 subscriber-families. 
More than 90% of each magazine is made up of local 
Result: they attract and 
hold the highest reader traffic of any publication in 
these six major market areas right out of the heart of 


It will pay you as advertiser or agency to investigate 
Monotone, duotone or full-color gra- 
New 1,000-line page size. 
ally or as a convenient single-order, single-copy 


Available individu- 


Coming Soon on the Chesapeake & Ohio 


“PAY AS YOU GO” 
N TRAVEL! 


STANO 4 REE AT = ie | 
ti eveal | | lh 
ae aie 7 fi 
e t 4 


PAY AS YOU GO - ON THE C&O 
‘PAY AS YOU GO' TRAVEL —The 
Chesapeake & Ohio Railway is running 
this ad in newspapers of 54 cities and 
in business newspapers and “executive” 
magazines, through Kenyon & Eckhardt, 


to announce the launching, probably in 

January, of a service whereby the train 

traveler can pay for his reservation 
either at ticket office or on train. 


forum that “there was never a 
better climate for fair trade.” Con- 
sumer demand assures sales, he 
pointed out. 

The most heated discussion of 
the afternoon came up over the 
question of testing. A BBDO man 
asked if a combination test or re- 
duced price test in a single city 
would break contracts throughout 
the state. Mr. Digges said no. A 
representative from the New York 
|State Pharmaceutical Association 
said yes. A sales executive from 
Revlon, Inc., also said yes, point- 
ing to Revlon’s defeat in a New 
York supreme court test eight 
months ago. 


Spencer Jones Joins 
Schuyler Hopper Co. 


Spencer Jones, who for many 
years has acted as technical coun- 
sel for industrial advertisers and 
agencies on accounts dealing with 
building, power plant, agricultural 
and chemical materials and equip- 
ment, has joined Schuyler Hopper 
Company, New York, as consult- 
ing, engineer. 

Before establishing his own con- 
sulting service, Mr. Jones was in 
charge of design, construction and 
operation of engineering projects 
for such companies as Grasselli 
Chemical and International Nickel. 


Tappan Promotes Bonar 


Charles W. Bonar, Chicago sales 
representative for Tappan Stove 
Company, Mansfield, O., has been 
appointed director of retail sales 
training. He has been with the 
| company since 1937. 


Munn Moves Office 


James C. Munn, Cleveland rep- 
resentative of American § Glass 
Journal, Communications, Glass 
Digest and Service, has moved 
from 10515 Wilbur Ave. to 2656 
E. 126th St., Cleveland 20. 


* 


_ EMPLOYEE MAGAZINES 
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ORGANIZATIONS 
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Carpet Industry 
Advances $50,000 
in BHF Campaign 


New YorK—The carpet industry 
will advance $50,000 toward a 
needed $150,000 fund for an ad- 
vertising and publicity drive next 
year to obtain cooperation of home 
furnishings manufacturers in the 
basic home furnishings color co- 
ordination program, Howard Hil- 
dreth, advertising manager of Mo- 
hawk Carpet Company and chair- 
man of the merchandising com- 
mittee of the Institute of Carpet 
Manufacturers of America, re- 
ported last week. 

Speaking at a meeting of the 
Home Furnishings Style Council, 
which represents more than 300 
manufacturers in the home fur- 
nishings field, Mr. Hildreth out- 
lined the progress made during 
the first year on the BHF color 
coordination program originally 
coneeived by the carpet industry 
(AA, May 27). 

Mr. Hildreth anticipated his in- 
dustry’s $50,000 advance would 
guarantee the opening of an office, 
hiring of key personnel, and the 
beginning of a comprehensive 
membership campaign. About 
$28,000 of the over-all $150,000 
figure will be needed, he said, to 
cover operating expenses. Ap- 
proximately $9,000 must be held 
for contingencies, leaving about 
$80,000 for promotion, with a 
breakdown as follows: $50,000 for 
a consumer campaign through re- 
tailers, radio, magazines and news- 
papers, and organized consumer 
groups, and $15,000 each for re- 
tail exhibits and direct mail cam- 
paigns to manufacturers. 

The BHF merchandising pro- 
gram covers manufacturers of rugs 
and carpets, decorative fabrics, 
furniture, wallpaper, paint, lamp- 


Unusual Gift Idea! 


FOR THE SECRETARIES, RECEPTIONISTS 
OF CLIENTS YOU WANT TO REMEMBER! 


Postpaid 
No tax 


od | 
PERFUM-ATIC | 
ATOMIZER | 


in choice of 5 gorgeous colors 


If it doesn’t look $10 worth, send it back to us! 
The lustrous colors are anedized right into the 

ek, solid aluminum case so that they can never 
rack or chip off. Designed like a cigarette lighter 
Two flicks of the finger release a fine spray of her 
favorite scent Precision made — it can't leak! 


Gift boxed. Monogrammed initials, 25¢ each. 


Blue 
Gold 
Maroon 
Silver 


Black 


We'll send it C.O.D.; or, mail 
check or money order to 


JEN JEWELRY CO. 
P.O. Box 195 Norfolk 1, Va. 


shades, Venetian blinds and other 
furnishings. The Fred Eldean or- 
ganization handles public relations 
for BHF. The council has no ad- 
vertising agency. 


Appoints Kane 


J. Peyton Kane, formerly vice- 
president of Operations, Inc., New 
York food merchandising con- 
sultant, has been appointed direc- 
tor of advertising and sales pro- 
motion of S & W Fine Foods, San 
¥rancisco. 


Wood Flong Appoints 


Wood Flong Corporation, New 
York, manufacturer of Wood dry 
mats, has appointed Hickey-Mur- 
phy-St. George, Inc., of that city, 
to handle forthcoming business 
publication advertising, supported 
by direct mail, effective Jan. 1. 


Conde Nast Appoints 


Conde Nast Publications, New 


York, has appointed Carl Reimers | “Fashions 


Ridgway Adds Account 


The Ridgway Company, 
Louis, has been appointed 


can Syrup & Sorghum Company 
of the same city. 


Issues Food Columns 
Peter Breidt Brewing Company, 
Elizabeth, N. J., is distributing, 
free of charge, a column called 
in Foods,” including 


Company of that city to handle|food conservation tips, in weekly 


advertising. 


and daily newspapers in areas 


St. 
to 
handle the advertising of Ameri- 


|covered by the company’s sales 
|force. The column is prepared by 
Breidt’s home economics consult- 
ant, Maureen Moore. 


| 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft* Manufactwring Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


"Trademarks Ben US Pot OF 


He buys a 
big portion 
the South’s 


—it pays to cultivate his Dealer 


The Southern farmers’ cash income — now 6 billion dollars a year —is more than 
double that of prewar years, and reliable indications show that it will hold at this new 


high level. 


Southern rural communities offer manufacturers a profitable hardware market—but 


of 


Hardware 


it can’t be sold with hit or miss coverage. 


To do a complete and effective job in the 16 Southern states, you must reach hard- 
ware outlets in the small towns as well as the big cities. It’s the big hardware stores 
in these small towns and the combination hardware and farm implement stores—and 
in some localities even the general stores with large hardware departments — that do 


a big portion of the South’s hardware business. 


SOUTHERN HARDWARE’S paid circulation goes to all hardware wholesalers 
and reaches twice as many retail hardware outlets as any other paid-circulation hard- 
ware publication coming into the South. For thirty yeaars SOUTHERN HARDWARE 
has been building circulation and prestige with the Southern trade. Its blanket cover- 
age of the 16 Southern and Southwestern states and active reader interest will pay off 


in sales for you. 


SOUTH 


COTTON - 


ERN HARDWARE 


GRANT BUILDING 
ATLANTA 3, GA. 


SOUTHERN AUTOMOTIVE JOURNAL 


ELECTRICAL SOUTH - SOUTHERN POWER & INDUSTRY 
SOUTHERN BUILDING SUPPLIES 
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— The Advertising Market Place — 


The rates for this department are as follows: “Help Wanted,” “Positions 


Wanted,” 


“Representatives Wanted,” 


and “Representatives Available,” 


60 cents a line, minimum charge $2. Figure bold face heads 25 letters 
and spaces per line; light bodyface 34 per line. Box numbers add two 
lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


HELP WANTED 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago 


WANTED: Art Salesman to repre- 
sent group of artists with Michigan 
Ave. studio for present & future 
business, either on salary, commis- 
sion or partnership basis. 
Box 8594, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


DIRECT MAIL SALES MANAGER 
experienced in repeat specialty for 
most every business, with a well es- 
tablished line. Give qualifications 
and past record fully. 

Alliance Rubber Co., Alliance, Ohio 


WANTED: Artist—Top Notch Illus- 
trator to share space with group of 
artists in Michigan Ave. studio. 
Write for appointment. 

Box 8596, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


INDUSTRIAL SPACE 
salesman. Travel Mid-western ter- 
ritory. National publication. Good 
pay and excellent future. Furnish 
own car. Write giving complete 
qualifications. 

Box 8544, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


WANTED: ARTIST 
Capable of producing outstanding 
human interest subjects for maga- 
zine cover page. Write for appoint- 
ment. Would like to see black and 
white as well as color. 

Box 8607, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


50-YEAR OLD NATIONAL TRADE 
publication with Chicago headquar- 
ters, leader in its field employing 
newspaper technique, is seeking 
man primarily for copy reading, re- 
write, production duties, etc., but 
with enough outside assignments to 
furnish variety. Must be fast, sure 
worker with command of language, 
skilled in economical use of words. 
Work is exacting. Associations con- 
genial. He would understudy vet- 
eran copy reader who has been with 
us 30 years. 

Box 8611, ADVERTISING AGE 

100 E. Ohio St., Chicage 11, i111. 


HELP WANTED 


Advertising Age, December 2, 1946 


HELP WANTED 


ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 
erating nationally since 1914. Con- 
fidential Intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 

30 W. Washington St., Chicago 2 
NATIONAL ABC TRADE Publication 
desires Mid-Western editorial field 
man for subscriber contacts, shorts, 
features and pictures. 

Box 8608, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. _ 


PARTNERSHIP INTEREST 
Magazine publisher seeks top grade 
adv. or circ. man, under 40, who can 
show high production records and 
has latent executive ability. - Good 
salary and optional financial] inter- 
est. It’s an unusual opportunity, 
owing to founder’s retirement. Two 
magazines, both leaders in 
fields, have headquarters in the 
Southwest. Consumer publication 
experience is essential. State full 
record of positions held, first letter. 
Enclose snapshot. Write L. R. Dulon, 
Prince George Hotel, New York. 


SPACE REPRESENTATIVE 
Unusual opportunity for qualified 
salesman to represent leading in- 
dustria] publisher in mid-western 
territory with headquarters in Chi- 
cago. We seek an experienced man 
with the urge to build himself a fu- 
ture in a proven field. 

Box 8610, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 


ARTIST for advertising agency; 
young; experienced for layout and 
finished art, particularly figures. 


Phone Mr. Doerring, Franklin 2911. 


'). .warm congratulations on the 


handsome layout of the "By Ship" 
story in October TRAVEL & CAMERA. 


We want it to reach every execu- 


tive in the shipping industry... 


members of Congress and key exec- 


utives in Washington..." 
—National Federation of American Shipping 


A letter from the National Federation of American Shipping in 
Washington, D. C., quoted above, pays high tribute to the factual 
reporting in TRAVEL & CAMERA — America’s finest pictorial travel 


magazine. 


Every month, in outstanding articles on travel, transportation, 
sports, fashion, photography and other factual features — TRAVEL & 
CAMERA covers a multitude of American family interests. 

Families who read TRAVEL & CAMERA are high-income — people 
who will lead in spending an estimated $9,000,000,000 on recre- 
ational travel in 1947. Make sure your advertising reaches this 
top-bracket family group— use... 


‘TRAVEL 
CAMERA 


Travel & Camera . 420 Lexington Avenue, New York 17 


ADVERTISING SPACE SALESMAN 
to represent group of three hard- 
hitting industrial publications in 
the Cleveland-Pittsburgh territory. 
Must represent exclusively. Prefer 
man under 40 with general advertis- 
ing sales experience. Aggressive, 
ambitious man wanted. Write giv- 
ing full particulars. 

Box 8609, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PERSONALIZED SERVICE 
MEN’S DEPT. 
ADV. MAN. Agcy. So. Amer.. .$10,000 


ADV. MGR. Trade Assn...... 10,000 
ADV. MGR. Automotive...... 7,500 
SALES PROM. Home Appli... 10,000 
COPYWRITER. Adv. Agcy... 10,000 
SALES PROM. To dealers.... 7,500 
COPYWRITER. Consumers .. 7,500 
ECONOMIST. Statistics ..... 8,500 
MDSE. MAN. Appliances..... 8,000 
EDITORS—3—Educational..to 6,000 
EDITORS—4—Hse. Organs.to 4,800 
EDITORS—2—Automotive . 5,200 
EDITOR. Road Machry...... 3,900 
RESEARCH. Mkts. Farmers... 6,000 
RESEARCH. Mfer. Candy.... 4,800 


RESEARCH, Bldg. Material... 5,600 


LAYOUT ARTIST, Agcy. South 6,000 
LAYOUT MAN. Food Pcke... 6,000 
WOMEN’S DEPT. 

BUYER, China, glass........ $ 4,800 
BUYER. Notions. Fancy egds.. 4,800 
BUYER, Leather, Jewelry... 3,900 
BUYER. Antiques—Import... 4,200 
MANAGER. Fancy fds 42 3,900 
ASST. BUYERS. Corsets, Inf’ts 3,600 


DIRECTOR. Grp. Activity .. 
DIRECTOR. Pubcy. Natl. Mag 4,800 
THE HONES COMPANY 
14 E. Jackson, CHICAGO, Suite 1515 
Box 8621 


ADVERTISING PRODUCTION 
MAN NEEDED 
Baltimore advertising agency needs 
production executive who is thor- 
oughly familiar with all printing 
and engraving processes and agency 
procedure. Pleasant working condi- 
tions—established firm. Outline ex- 

perience and salary required. 
Box 8621, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


POSITIONS WANTED 


TRADE PAPER EDITOR interested 
in new connection. NYC area. Solid 
background; sharp perspective; good 
newshawk; fast. rewrite; able re- 
porter. Minimum 35500. 
Box 8612, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


ASS’T ADVERTISING MANAGER 
Production, traffic and media expe- 
rience in AAAA firms. Sound ideas, 
based on retail oeay and sales back- 
ground. Employed, seeking connec- 
tion with fast-growing concern. 

Box 8613, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


ATTENTION PUBLISHERS 
Your chance for thorough, honest 
representation in the midwest! Two 
earnest, aggressive space salesmen 
with institutiona] and trade paper 
experience ready to hit the ball on 
one or more publications that have 
good possibilities for development. 

Box 8619, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE 


And 
NEW BUSINESS MAN 

Last produced $2,000,000 account. 
Ten years advertising experience. 
Exceptional ability to create and 
present copy themes and promotion 
plans that increase sales. Have been 
successfully handling and directing 
some of the nation’s largest hard- 
to-handle food and soap product ac- 
counts. Young and aggressive and 
only interested in progressive agen- 
cies where sky is the limit. Prefer 
Chicago due to contacts. Available 
Jan. 1st. 

Box 8614, ADVERTISING AGE 

100 E. Ohig St., Chicago 11, Ill. 
REPRESENTATIVES WANTED 

REPRESENTATIVE WANTED 
by merchandising trade paper New 
York, New England, and Philadel- 
phia territories. 

Box 8593, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


WANTED: Publication Representa- 
tive for the Pacific Coast States, 
preferably with experience selling 
advertising publication. Commission 
basis, start immediately. Send com- 
plete experience Air Mail. 
WILL, INC. 
1276 W. Third, Cleveland 15, Ohio 


REPRESENTATIVES AVAILABLE 
NEW YORK REPRESENTATION 
with established offices and com- 
plete staff seek representation for 
reputable trade paper or national 
publication with attractive business 
potentialities. 
Box 8616, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


Publishers Representative with N. Y. 
office can handle another publication. 
Box 8620, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MISCELLANEOUS 
AGRICULTURAL ART — Layout, 
Photography & Illustration.: A dec- 
ade of service to a fastidious clien- 
tele. John Andrews, Service Life 
Bldg., Omaha, Nebr. 


LIVE YOUNG CHICAGO AGENCY 
With complete production facilities 
wants to combine with similar org. 
or individual. Confidential. 
Box 8557, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MAGAZINE FOR SALE 
Publisher ordered by doctor to re- 
tire offers attractive, highly profit- 
able monthly, with or without plant. 
Positively no brokers. 

Box 8617, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
BUSINESS PUBLICATION 
serving 16 southern states, for sale 
at a sacrifice to right party. . Due to 
unforeseen circumstances publisher 
must sell. First six issues enthusi- 
astically received. 
Box 8618, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Il. 


WANTED -—— 


Executive-Type 
Field Representative 


An established midwest pub- 
lishing firm in the homebuild- 
ing field has three openings 
for exceptionally able sales 
representatives — East, Mid- 
west and Southwest. 


The men selected must 
be mature, must have 
outstanding records of 
personal selling, unim- 
peachable integrity 
and be willing to work. 


The rewards are a lasting 
connection in a_ profitable 


field. Address 


Box 6615, Advertising Age 
100 E. Ohio Street 
Chicago 11, Illinois 


$7500.00 
PROMOTION 
MANAGIER 


Leading national trade 
magazine group in New 
York City wants an aggres- 
sive promotion man, about 
35, with heavy merchan- 
dising and agency experi- 
ence, to generate ideas and 
produce hard-hitting ad- 
vertising promotion cam- 
paigns. Job requires thor- 
ough knowledge of all 
media. 


Send resume to: 


Box 6620, Advertising Age 
330 West 42 Street 
New York 18 New York 


PRODUCTION MAN 


Publisher of mass consumer magazine 
(two and a half million) printing in 
Chicago is looking for a production 
man to supervise operations at the 
press. Must be a practical printer with 
knowledge of inks, paper, etc. His 
job to improve quality of finished 
product. Permanent position and ade- 
quate salary to man who can qualify. 
Write in confidence giving full por- 
ticulars to 


Box 6617, Advertising Age 
330 W. 42nd St., New York 18, N. Y. 


FASHION COMBINATION 
COPY-CONTACT- 
EXECUTIVE 


TO HEAD UP FASHION DIVISION 
OF IMPORTANT NEW YORK AD- 
VERTISING AGENCY. MUST HAVE 
FRONT LINE EXPERIENCE AND TOP 
RECORD OF PROVED ACCOM- 
PLISHMENT. SUBSTANTIAL SALARY 
—PROMISING ADVANCEMENT. 
WRITE—FULL COMPLETE DETAILS. 


Box 6618, Advertising Age 
330 W. 42nd St., New York 18, N. Y- 


— 


—— 


——__ 


Open Territory 
SPACE REPRESENTATIVE for expand- 
ing technical directory serving a bil- 
lion dollar industry. Sales now hon 
dled by own staff. Answer fully. 

Box 6614, Advertising Age 


100 E. Ohio St., Chicago 11, Ill. 


— ows 


Adverti 


Cons 
Joins 
with 


NEw J 
sort of 
the ant 
week di 
nounced 
services. 

Justify 
sumer gl 
Consum<¢ 
ing infla 
out that 
groups, 
much h 
any cas 
prevente 
from its 

“Whil 
more fo 
has beer 
and pa 
tested 
which 1 
lagged 
ing stat 
rose.” 


But ( 
a bitter 
not omi 
CU has 
“until t 
it decla 
this ev 
publicat 
vertisin 
their pr 

i es 8 
nues; it 
fees pa 
reluctar 
forced 
step, a 
fees. T 
a year 
and Br 
effectiv 

In a 
publish 
Consur 


NE\ 
PRC 


Positio 
ern da 
lation. 
ough 

and vi 
fer ex] 
magaz 
Free hk 
liberal 
Write 

ng ed 
perien 
ments. 
(latter 


E 
100 E 


| 


al 


Forme 
Chica 
creati 
associ: 
terest 
expan 
under 
accou 
respol 


ee a en cee 
. | a eee = 
: 
4 
——_—_—_—_—_=_T 
a - , | | 
a | i |. 
ee feneemweal 
: i 
: ee oe - 
” : ES |e 
: | 
a — = : 
i, | 
ee 
—(iwtss—‘(‘i‘CSsSCSCSCis@ a 


146 


Advertising Age, December 2, 1946 


Consumers Union 


~oins ‘Inflators’ 


$s 
s 


with Price Rise 


New YorK—Consumers Union, a 
srt of literary white knight in 
the anti-inflation crusade, this 
week dropped its lance and an- 
nounced a 25% price increase in its 
services. 

Justifying its increase, the con- 
sumer group said: “For years, now, 
Consumers Union has been fight- 
ing inflation. It is likely that with- 
out that fight by CU and by other 
groups, prices would have climbed 
much higher than they are. In 
any case, the good fight has not 
prevented inflation nor saved CU 
from its consequences. 

“While you have been paying 
more for shoes and shirts... CU 
has been paying more for printing 
and paper, for products to be 
tested and for machines with 
which to test them. Nor has it 
lagged behind others in increas- 
ing staff salaries as living costs 
rose.” 


Reluctant to Change 


But CU, which frequently has 
a bitter word for advertising, did 
not omit it in this announcement. 
CU has fought a cost increase 
“until the last possible moment,” 
it declared, adding: “It has done 
this even while numerous other 
publications, despite soaring ad- 
vertising revenues, have boosted 
their prices. 

“CU has no advertising reve- 
nues; it depends solely upon the 
fees paid by its members. And 
reluctantly, CU’s board has been 
forced to take the long-deferred 
step, and increase subscription 
fees. The increase—from $4 to $5 
a year for Reports, Buying Guide 
and Bread & Butter—will become 
effective Jan. 1.” 

In a statement of ownership, 
published in the same issue of 
Consumer Reports that announced 


jthe price rise, the owner was 
isted as Consumers Union of 
U. S., Inc., a non-profit, member- 
ship corporation, whose officers 
are Colston E. Warne, Amherst 
College, president; Hartley Cross, 
Connecticut College, vice-presi- 
dent; Dr. Harold Aaron, New 
York, secretary, and Bernard Reis, 
New York, treasurer. The pub- 
lisher is Arthur Kallet, who 
doubles as director of CU, and 
the editor is Madeline Ross. 


_ 


Syndicate Gimbel Copy 
Gimbel Brothers, New York, has 
appointed George J. Columbus As- 
sociates of that city to syndicate 
to other stores throughout the 
country Gimbel’s advertising art 
material as well as its newspaper 
advertisements. Franchises will be 
limited to one retailer in a city. 


ANPA Bureau 
Plans to Expand 


New YorK—The data in the 


county-by-county study of 


and outdoor advertising” as to 
newspapers, William G. Bell, re- 
search director of the bureau, told 
media executives of advertising 
agencies at a meeting here. The 
study, he said, contains “vital in- 
formation never before available 
in one place.” 

Among other data, it covers not 
only newspaper circulations but 
circulations of 17 major maga- 
zines. “We are still working on 


Its ‘County’ Study | 


” 


plained, “and we will expand it. 

The research department, said 
Alfred B. Stanford, sales director, 
has grown in the past year from 
the smallest to the largest depart- 
ment of the bureau. The bureau 


the |now has 1,075 daily newspaper 
Bureau of Advertising, ANPA, are |members, published in the 1,101 
“just as useful to magazine, radio |counties covered in the study. 


Form Production Firm 


Morton Jacobson, partner of the 
late Johnnie Neblett, and Josef 
Cherniavsky, former musical di- 
rector for Station WLW, CBS and 
NBC, have organized Morton- 
Josef Radio Productions, Inc., 360 
N. Michigan Ave., Chicago 1. “So 
the Story Goes” and other Neblett 
shows will continue under the 
firm name of Neblett Radio Pro- 
ductions. 


|the magazine list,” Mr. Bell ex-|“*Lq Nacion’ to Koppe 


La Nacion, San Jose, Costa Rica, 
has appointed S. S. Koppe & Co., 
New York, as representative in the 
United States and Canada. 


} 
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Readership 


EDITORIAL 
; CONTENTS 


NEWSPAPER 


PROMOTION 
Layout and Copy 


Position available now with midwest- 
ern daily of nearly half million circu- 
ition. Need man capable of good 
ough layouts (no comprehensives) 
and vigorous result-getting copy. Pre- 
fer experience with either newspaper, 
Inagazine or agency. 


Free hospital and life insurance and 
liberal pension plan. 

Write full details immediately includ- 
ng educational background, prior ex- 
perience, age, and salary require- 
ments. Enclose picture and samples 
(latter will be returned.) 


Box 6621, Advertising Age 
100 E. Ohio St., Chicago 11, Illinois 


Agency Executive 


Former owners of this long established 
Chicago agency have retired, thus 
creating an unusual opportunity for 
associate to join new organization in- 
terested in additional business and 
expanded services. Billing now just 
under $1,000,000 in stable national 
Complete facilities. Cor- 
respondence strictly confidential. 


accounts. 


Box 6619, Advertising Age 
100 E. Ohio St., Chicago II, Illinois 


Magazine Opportunity 


SUBSTANTIAL INTEREST available in 
the only trade magazine covering ex- 
ceptionally lucrative field. Ideal work- 
ing investment for energetic, produc- 
tive space salesman with editorial and 
administrative background. Not a 
‘chain” publisher. Reply in confidence. 


Box 6616, Advertising Age 
| E. Ohio St., Chicago 11, Ill. 


350 EAST 22nd STREET 
CHICAGO 16, ILLINOIS 


Sg 


Focus Your National Advertising 
on Your Local Dealer 


of buying your product. But it’s up to your dealer to close the sale. 


action medium which cashes in on your national campaign. 


Donnelley Dealer Help campaigns will 


... amplify your general story, and stimulate immediate action 


through powerful promotion, individually directed. 


... focus attention on your local source of supply through local- 


ized appeal and dealer identification. 


... direct your best prospects to the right dealer by experience- 


proved methods of neighborhood prospect selection. 


combination of local promotions. 


merchandising, printing, servicing and mailing. 


305 EAST 45th STREET 
NEW YORK 17, W. Y. 


Direct Mail from your local source to responsive local prospects is the 


Donnelley has for your immediate use the correct names and addresses 
of more than 24,000,000 families in the United States. The records 
reach into every city, town and rural route. They may be dovetailed 
into a comprehensive national program, or used sectionally or in any 


Donnelley’s service is complete. It includes creative planning and 


Your advertising in general media sells the prospect on the desirability 


ad 


THE REUBEN H. DONNELLEY CORPORATION 


727 VENICE BOULEVARD 
LOS ANGELES 15, CALIF. 
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‘Sun’ Promotes Homer 

The New York Sun has pro- 
moted Edwin N. Homer to assist- 
ant promotion manager, succeed- 


Be 


: : 
ars ee She 
rete 


Sie sete. 


ing David S. Garland, resigned. 
Mr. Homer has been with the pa- 
per for 13 years. 


RACINE 


At least one of the country’s 
largest advertising agencies is a 
bit concerned about getting too 
large, and about handling so many 
accounts that the top men can’t 
personally handle all the business. 
Principals of this agency mulled 
over the problem at a meeting re- 
cently, but came to no decision. 
Interesting thing is that while the 
problem has been discussed fre- 
quently by smaller agencies on the 
way up, it has seldom seemed 
worth discussing after an agency 
gets into the “giant” class into 
which this agency fits. 

bo a 


The rash of tie-in advertising 
you are now seeing between 
movies and other products is due 
principally to two things: (1) very 
high readership of tie-in copy fea- 
turing movie stars; (2) by getting 


has the Best 


% 


“13,547 000 i in 1945. 


FOOD: SALES} 


meg CE peer 6 betes rene” 


The JOURNAL-TIMES 


RACINE, WISCONSIN 
THE ALLEN ELaPP CO. oe REPRESENTATIVES 


There's a special package waiting for 
you in the Wichita market and it’s 
sure worth reaching for. It’s Kansas’ 
greatest package of INCREASED pop- 
ulation and purchasing power and it’s 
getting larger every day. 


It makes a pretty package, especially 
when KFH, that selling station for 
the Southwest delivers it to you. 


THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET & 


WICHITA IS A HOOPERATED CITY 


WICHITA 
$000 WATTS DAY AND NIGHT . . . 


cBS ... 


CALL ANY PETRY OFFICE 


ins Miller & 
= Hutchings 


tie-ins through the motion picture 
company, advertisers can save 
themselves a_ substantial testi- 
monial fee. Anyhow, where movie 
promotion men once had to be- 
labor advertisers into tie-ins, a 
line of eager advertisers now 
forms outside the door. 


* * % 


Look for new pocket packages 
of cigarets carrying 40 cigarets, 
to be called “pocket 40’s.” They 
will be launched on or about Jan, 
1 by three major tobacco com- 
panies. 

He 


a * 


Just what the implications are, 
nobody has been able to deter- 
mine, but Arno Johnson of J. 
Walter Thompson Company, New 
York, has learned through sur- 
veys that the sales trend in 
women’s slips is up, while, para- 
dcxically, the sales curve of 
women’s panties is slipping down- 
ward! 

* 


* * 


Deepfreeze division of Motor 
Products Corporation is growing 
increasingly unhappy over the 
careless manner in which the 
name “Deepfreeze” is being 
bandied about. Deepfreeze points 
out that the name is its reg- 
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TOAST AGENCY—Executives of Botsford, Constantine & Gardner's four Pacific 
Coast offices spent two days in clinic sessions at the agency's recent convention 
in Klamath Falls, Ore. Left to right, here, are Tom Morris of the Los Angeles 
office; C. P. Constantine, Seattle, and Ray Andrews, Portland. Mr. Constantine 
and Mr. Andrews are newly elected executive vite-presidents of the agency. 


istered trademark, and adds that 
if it is going to be used in Car- 
toons, editorials, etc., it should at 
least be capitalized. 

* * 


General Mills’ iron, now being 
marketed in 12 western states, is 
due for the New York market in 
February. The next product in 
the miller’s appliance line will be 
a pressure cooker, due before mid- 
’47, and the grapevine says the 


* 


third will be a toaster. 


Tells Yonkers History 

“Yonkers Through Three Cen- 
turies,” a booklet published by the 
Central National Bank of Yonkers, 
N. Y., as part of its contribution 
to the tercentennial observance of 
that city, contains a pictorial rec- 
| ord of Yonkers’ history. 


Joins ‘Advertiser’ 

Nat Wecksler, formerly promo- 
tion manager of Norte, New York, 
has joined The Advertiser, New 
York, as promotion manager. 


a eee 


oo 


The Miami 


JOHN S. KNIGHT, Publisher © 


Herald, 


year will 


Greater Miami's history. 
YOUR MESSAGE in The 
Herald reaches America's 


richest tourist population 
when it is ready, willing and 
able to _— 


fush 


is your sales market in 
GREATER MIAMI 


Swing into a billion dollar market 
this winter with your advertising in 
reaching 4'/2 
million of the nation's top-spenders 
visiting Florida. 


This witness the 


greatest buying surge in 


i RAR TET 


Some eT 


ibe Miami Herald — st : 


niet 


NATIONAL REPRESENTATIVES 


_— BROOKS & FINLEY, INC 
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Daumit Sells to 
Colgate; Holds 
Purchase Option 


CutIcaco—Kay Daumit Company, 
maker of Lustre-Creme shampoo 
and hair dressing, which mush- 
roomed from a man-and-wife 
business venture to a multi-mil- 
lion dollar business (AA, July 1), 
this week became the property of 
Colgate-Palmolive-Peet. 

Kay and Harry Daumit now hold 
an option to buy the “Forever 
Amber” portion of the business 
some time after Jan. 1. Kay 
Daumit Company has been using 
the name “Forever Amber” for its 
women’s cosmetics line. 

Purchase of the Kay Daumit 
Company by Colgate-Palmolive- 
Peet becomes effective Dec. 1, 
when Colgate will take over the 
Daumit staff and _ offices. Kay 
Daumit Company will be oper- 
ated as a division of C-P-P, under 
direction of John Elliott. 


Ties Up With Film 


The Forever Amber line will ex- 
pand promotionally upon the re- 
lease of the motion picture, ‘“For- 
ever Amber.” The Daumits pur- 
chased rights to use the name 
prior to purchase of the book’s 
film rights by 20th Century-Fox. 
Hill Blackett Company handles the 
account. 

Forever Amber women’s cos- 
metics are now being distributed 
on an almost national basis in de- 
partment stores. Copy in maga- 
zines, not yet disclosed but pre- 
sumably including numerous mo- 
tion picture magazines, is ex- 
pected to be scheduled in March. 

Meanwhile Lustre-Creme sham- 
poo and Lustre-Creme hair dress- 


© A BULL’S EYE means more 
than the optical organ on the male 
genus of a bovine... it means that 
your message placed in THE CAT- 


TLEMAN MAGAZINE concen- 
trates on the GREAT RANCH 
MARKET! 


* To reach nearly 30,000 readers 
in the Great Ranch Market, THE 
CATTLEMAN MAGAZINE 
brings your message to large scale 
buyers and hits a Billion Dollar 
MARKet. 


Write for your -copy of “Ranch- 
tien Want to Buy” and learn more 
acout this Billion $ Market! 


1109 BURK BURNETT BLDG. 
FORT WORTH 2, TEXAS 


ing will continue to be plugged 
over the ABC “Don McNeill’s 
Breakfast Club.” Hill Blackett 
Company will also handle the new 
Colgate division’s advertising. 

Purchase price paid for the cos- 
metic company has not been an- 
nounced officially but it is believed 
to be about $5,000,000, with part 
of the payment in stock. 


Two Join Olian 


Clarke R. Brown, formerly radio 
director and account executive for 
Lake - Spiro - Shurman, Memphis, 
has joined Olian Advertising Com- 
pany, St. Louis, as an account 
and radio executive. William 
King Jr., formerly vice-president 
of the Olian agency, has returned 
to that post from military service. 


Wakely Changes Jobs 


Neal K. Wakely, formerly an 
executive in the market and pub- 
lic relations department of Dixie 
Cup Company, Easton, Pa., has 
joined Central Radio & Television 
Schools, Kansas City, Mo., as di- 
rector of advertising and publicity. 


to stations, etc. 

The program includes interviews 
with guest stars in various sport 
fields; game forecasts and other 
features presented by Tom Har- 
mon, former University of Michi- 
gan football star and Army pilot 
{during the war, and currently 
|playing with the Los Angeles 
'Rams, professional football team. 


Harmon Radio 
Show Sponsored 
by Daumit, Others 


Cuicaco—‘Here Comes Har- 
mon,” new transcribed weekly 
|quarter-hour program on sports, 
featuring Tom Harmon, will be 
broadcast by more than 70 stations 
on a year-around basis, according 
to Criterion Radio Features, pro- 
ducer of the show. 


Psychograph Research 


Business Incorporates 

romgpee hag sage os - 
Launched two months ago as a zation Walch has scape a, 
football sportscast show, the pro-| tment a pomien] vane at wivire 
duction has been sponsored by | tising (AA, Aug. 12), has incor- 
Kay Daumit, Chicago, for its | porated as. Gilliland, _Ranseen, 
White Shirt men’s toiletries, on 11 | Wesley & Ragan, Inc., with offices 


: . |at 43 E. Ohio St., Chicago 11. 
stations. Kuttner & Kuttner is|  wajor stockholders are Prof. 
agency for Daumit. 


Sponsorship} A. R. Gilliland, Northwestern 
otherwise has been handled by sta- | University; Emil Ranseen; Walter 
tions for local accounts. |P. Wesley, and Arch B. Ragan. 
Through James J. McGuinn & | Others are Lee Penny and Floyd 
| Associates here, the program has|Johnson. The organization is now 
been merchandised extensively, | fering advertising agencies an 
: : nee introductory test of its method 
including mailings of spot news for $300, comprising a compara- 
and other material on the show to|tive test of the efficacy of up to 
newspapers, dealer aid material| six pieces of visual material. 
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Name Rodgers & Brown 

Ellery Products, curtain and 
drapery manufacturer, and Pres- 
tige Products Company, creator 
of Stick-Kids in the ice cream in- 
dustry, both in New York, have 
appointed Rodgers & Brown of 
that city to handle forthcoming 
consumer and business campaigns 
breaking in January. Jean Ep- 
stein, formerly with Playbill and 
Posner Advertising Agency, has 
joined the company as account 
executive. 


BIGGER AND BETTER! 


@ Our new location, with triple the floor 
space, greatly improves the facilities for 
our highly specialized clipping service. 
Manufacturers, agencies, associations and 
publishers are using this service to collect 
editorial publicity, to make research and 
market studies, to maintain competitive 
advertising files and to develop sales 
prospects. 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS FARM GENERAL 
PAPERS * PAPERS * MAGAZINES 
314 So. Federal St., Chicago 4 


ARE 


It so, people may be beating a path 


to your door - - - 


mousetraps, you may be manufacturing some 2 
of the other billion and a half dollars* worth 3 
of household specialties made in this country 4. 
each year. Then, you probably rely for sales 5 
appeal on some of the 171 million set-up boxes 6 
sold to this industry each year. This big business 

— household specialties 
in unit sales volume next year of 14% over 


1943 high figures. 


BUILDING A BETTER MOUSETRAP? 


but, if you are not making 


expects an increase Manufacturers Association 


They say they prefer set-up 


AND COOPERATING SUPPLIERS 
Liberty Trust Building * 


boxes two to one over other containers because: 


set-up box is custom-built to the product. 

A set-up box has greater strength. 

A set-up box sells easier on sight. 

A set-up box gives better product identification. 
A set-up box has added “take home’ appeal. 

A 


sel-up box has smart style value. 


* Write to the National Paper Box 


for survey No. 94, 


“Household Specialties Industry”, compiled by 
the Postwar Planning Committee. 


NATIONAL PAPER BOX MANUFACTURERS 


Philadelphia 7, Penn. 
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exper eS RR LN RT RO: RE A PT eee .ing but a form of frozen or per-|Was sent in July—I thought t! ey 
or ebay sd ne rr Ce er ai te ‘manent advertising, and I for one | had forgotten all about it—imag n¢ 
/cannot see how any of the fifteen|my pleasure in getting the m ip, 
firms belonging to this society can|but also, this perfect relations 

a Saag take the stand which they do. letter. 


If they are against paid adver-| We sure could use more of he 
| tising and paid publicity then they |Same feeling in our ads and pr. 


ought to be against paid salesman- | sonal relationships. 


T 


his departmen 


Thinks Radio Shows 


|Gee, Bob Hope and Jack Benny jon and off the air, cartoonists, and 


Have Kidding Coming 
To the Editor: 
this Henry Morgan matter again 
(“The Creative Man’s 
Nov. 4]. 
I dare say Henry Morgan’s ver- 


Let’s go over | 
| commercializing. 
Corner,” | 


sion of Eversharp Schick Injector | 


razor commercials are better list- 


ened to and heeded,than many | 
that are given by the announcer | 


alone. 

Too many stars are willing to 
step aside completely when 
time for the commercial. “And 


|it takes 


it’s | 


now a word from our sponsor”’ is | 


the sort of thing that automatic- 
ally closes the listener’s ear until 


the entertainer. 


are heard to jump in, wet their | 
feet in the commercial and shadow 
box with the announcer when he’s 
It seems to pay | 
off, too. | 

Don’t be too harsh with Morgan, | 
for more than often he is kidding | 
the program sponsored by an ad- 
vertiser—not the advertiser’s mes- | 
sage. This is good, for too many | 
programs are not worth the paper 
to prepare the script. 
Many programs should be kidded | 
right off the air. 

Have you heard the Alice Faye- | 
Phil Harris show for Fitch, 6:30 
p.m., CST, on Sundays? It is not 


| worth kidding, or even mention- 
he again recognizes the voice of | 


Every now and then Fibber Mc- | 


ing. It’s unspeakable! 
Often a little humor brings 
about some improvement. Comics, 


even editors, are not averse to|Ship also. 


taking pokes at our government| sree that most of the principals 


and at our President. 
of far greater consequence than 
the matter of radio advertising. 

Let’s not take ourselves 
seriously. 


too 


JOHN J. ALDEN, 
McCann-Erickson, Chicago. 


Challenges Designers’ 


Opposition to Paid Ads 

To the Editor: The Society of 
Industrial Designers (AA, Nov. 
11) has no right to give the ad- 
vertising fraternity the impression 
that industrial designers in gen- 


publicizing their own services. 
Industrial design itself is noth- 


= 


Both are | of those fifteen firms will match 


in their personal action the high- 
est pressure tactics of the best 
high pressure salesmen in Amer- 
ica. 

Are they really sincere, or just 
getting holy in the twilight of 
their careers? 

JAMES T. MANGAN, 
Mangan & Eckland, Chicago. 


oo Ae 


Reprints of ‘Ad Costs’ 
Story Available Soon 


To the Editor: Are you going to 


| 
= 
| 
| 


make reprints of your article en- 


; ery? titled “Ad Costs Down, Not Up, 
eral are opposed to advertising Or | Media Analysis Reveals,” as pub- 


‘lished in your issue of Nov. 11, 


1946? 
If so, will you please notify us? 
SAM B. MARGULIs, 
Shaffer Brennan Margulis Ad- 
vertising Company, St. Louis. 
[Editor’s Note: Reprints of this 
| material are now in the works. 
For readers who may want copies, 
|they are available at five cents 
| each. 
at 100 E. Ohio St., Chicago 11.] 


I am sure you will | 
|t you is that you may want to 
| 


Send orders to the editor, | 


My thought in passing this . 


print the original letter to rem nd 
|/many of us that ‘“flesh-and-blo.d” 
|letters with that “pithy” feel n 
‘can do a great deal in sellin; 
company or product. 

(NAME WILHHELD BY REQUEST 


Dear Mr. : Mr. Earle 
Lyman, Information Manager of 
The Bell Telephone Company of 
Canada, has asked us to forward 
to you the attached copy of their 
“Laurentian Main Ski Trails” map. 

This is in response to your re- 
quest while you were vacationing 
in the Laurentian Mountains. 

Cordially, 
K. P. Wooo. 

P. S. I took a peek at it—wish 
I was going, too. 

+ * 


Nopco Holds Price Line 


To the Editor: We thought you 
|would be interested in the evi- 
idence of at least one attempt on 
ithe part of industry to exercise 
voluntary control over the present 
spiral of inflation. The attached 
advertisement is appearing in sev- 


W. 


To THE EDITOR: REQUEST PER- | 
MISSION TO REPRINT CHART AND DI-| 
GEST OF MEDIA ANALYSIS STORY ON 
PAGE ONE YOUR ISSUE NOVEMBER 11. 
THIS WOULD APPEAR WITH FULL 
| CREDIT GIVEN AS SUPPLEMENT TO 
OUR FORTNIGHTLY MERCHANTS LET-| 
TER MAILED TO 2,250 ACCOUNTS. 

FREDERICK N. Lowe, 
| Pittsburgh Post-Gazette, Pitts- 
| burgh. 


ieral drug trade papers, its pur- 


VITAB POLICY AND PRICE PLEDGE 


Positively no further increase in price fo users of 
Viteb— Bran Concentrate—come whet moy! 


| “ 
| <3 eon™ 

— rete 
paaceuTicel reste ap pice Ore ———— 
| a qupject_ IT 
| 


ere 

an et cont 

Ty bi ony BGO” Sos 
awe 


7, VF 


Suggests Slight Change 
To the Editor: Having ordered 
a Bendix from several local ap- 
| pliance dealers a year ago last 
i\July, I would suggest changing 
the copy on the Bendix Christmas 
24-sheet poster from “Do your 
Christmas Hinting early” to “Do 
|vyour Christmas Hunting early.” 
[Bendix Home Laundry poster, 
AA, Nov. 18.] 


How It Started 


BY JEAN NEWTON 

“Magazine’—Originally a Store 
house!—This is an interesting word 
for the way it developed into 
meaning a  periodical—which is 
surprising and yet very logical; 
for originally it meant “ware- 
house”! 

“Magazine” came into English 
from the French about 1483. It is 
rooted yn the Arabic makhzan 
meaning “storehouse.” And for 
centuries after its introduction 
into English, it preserved its sense 
of a repository for all kinds of 
goods. 

As late as 1783, it was written, 
“The rich are the poor man's mag- 
azine.” The City of London was 
said to be the magazine of money. 
Certain areas of the world were de- 
scribed as “a perfect magazine of 
fruit and vegetables, 
wine.” 

The first use of “magazine’’ for 
a periodic publication was in 1731. 
This was in connection with “The 
Gentleman's Magazine or Monthly 
Intelligencer.” Its purpose, it an- 
nounced, was “to promote a 
monthly collection to treasure up, 
as in a magazine, the most remark- 
able pieces on the subjects above 
mentioned.” These, it was ex- 
plained, were “selections from the 
newspapers which were received 
as into a storehouse or magazine 
and thus redeemed from the 
ephemeral destiny to which the 
remaining matters of the public 
journals were condemned.” 


Don’t get discouraged Ed, neither 
did we, until we read it in Cap- 
per’s Weekly. Yeah, we read it 
ourselves!—just like the more than 
373,000 farm and rural town 
families in lowa, Nebraska, Kan- 
sas, Missouri and Colorado who 
are Capper’s Weekly subscribers. 
They tell us it’s the short, snappy 
: “human interest” features, stories | 
er ae and articles that make Capper’s | 
Weekly their ‘’Book-of-the- 

Week.” Incidentally, while Scot- 

land Yard has never checked the 


J. J. COCHRAN, | 
Stamford, Conn. | 


ANIOMAL OR PRODUCTS COMPANY, RAMETON. G ) owen Chomp Coterews Go J 
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‘Praises Illinois Bell's 
Public Relations 


/pose being to assure present and 
potential users of our product, 
Vitab rice bran concentrate, that 
they can proceed with the use 0! 
this product without any further 
worries about its price. 

Vitab rice bran concentrate is 
ja natural cereal extract which is 
ivery rich in the Vitamin B-Com- 


To the Editor: Along with the 
wonderful service job the Illinois 
Bell Telephone Company is doing 
comes this letter with one sentence 
of “human interest” that has sold 
me on IBTC from this day on. 

My original request for the map 


, 15,000,000 
BILLBOARD 


} at an amazin 


cA 


case, advertisers’ records show 


these readers are regular re- 


sponders to sales messages— 
neatly labeled “Adv.” Better 
have yours join the happy family 


* Every Maryland Book 
Match is a pocket-size 
billboard that is read 

. every 


of advertisers who have learned 
that Capper’s Weekly, makes the 
sale! 


R’S WEEKLY 
| Weekly, Of The Rural Midwest — 
TOPEKA: KANSAS 


*You can buy more 
orless than 15,000,000 
but you can't get 
better advertising cover- 
age... nor more gvaran- 
teed readership in the — 
Middle Atlantic States than 
Maryland Book Match 
Advertising Space offers. 
A limited quantity is now available. 
Write now for details. Regular agency 
commission. 


im MARYLAND MATCH CO. 1100 So. EUTAW ST. BALTIMORE 30, M j 


20 times over. . 

time a match is used. It 

is repetitive, effective 
advertising. 

* The coverage is 

selective... yet 

complete. 
* The cost is low. 
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plex. It is used as the major in- 


giedient of Vitamin B-Complex | ‘Physical Culture’ 
preparations produced by a “ral to Go Full Size 


ber Of ethical pharmaceutical 
Accept Ads Again 


manufacturers in this country, 
both large and small. Though it 
is very important in its own field, 


the price of Vitab rice bran con-| the springboard from which Ber- 
centrate obviously is not going to 


have any profound influence on | narr Macfadden leaped to publish- 
pase national economy. But the ing heights, will be switched to a 
example set in this letter from Mr. | full-size magazine and will accept 
perc S. Brown, our vice-president, advertising with the March, 1947, 
certainly could result in a very | sue. oh 
significant steadying of our econ-| Mr. Macfadden originated the 
oray, if that example were fol-|™a@gazine in 1898, used it as a 


lowed by other industries, when | C°rnerstone of the publishing edi- 


‘ = ; ; 
and where and as soon as it is | fice which once included True 


|shuffiled its management in 
jority stock 


NEw YorK — Physical Culture, | 


| 
| 
| 
| 


possible to do so. Up to the time | Story, Liberty and other publica- | 


this letter was written Nopco| ions. Always his favorite, he 
probably was in the minority. | used the magazine in a series of | 
HERBERT L. FREET, |crusades in which he kept up a) 


Manager, Advertising Depart- 


| running fire on cigarets, venereal | 


diseases 
When 


medicines. 
Publications 
1941, 
and Mr. Macfadden sold his ma- 
interest, he retained 
the health magazine. 

It was not published for a few 
months, and then Mr. Macfadden 
brought it out in digest form. Its 
print order was dropped to 150,- 
000, and the newsstand sales aver- 
aged 100,000. It did not carry 
advertising. 

Magazine officials insist that 
Macfadden’s following continued 


and _ patent 
Macfadden 


to flood him with mail applaud- | 
| Corporation, Detroit, has instituted | 


ing his attacks on liquor, tobacco 
and proprietaries, and to ask for 
the old, full-size edition, and for 
advertising. 


Mr. Macfadden will continue as | 


editor, assisted by Joseph Wiegers, 


|/ing Company. 


59 


who doubles as general manager|tour the company’s plants, and on 
of the Bernarr Macfadden Detec-| completion of the course, will go 
tive Magazine, which appeared on | into the field under supervision of 
newsstands in November. Physical | regional managers from New York, 
Culture will have the same rate | Chicago, Atlanta and Los Angeles. 
structure as the detective maga-| 

zine ($300 a page, black-and- ° THERE'S PLENTY OF 
white) and will guarantee 100,000 BUSINESS IN 
circulation. Newspapers and radio 
will be used to promote the maga- 
zine when it appears on the stands 
Feb. 15, through Picard Advertis- 


Norge Trains Salesmen 
Norge division of Borg-Warner 


a six-week sales training course | 
for district sales representatives | 


under the direction of M. G. 
O’Hara, vice-president in charge 
of sales. After the fourth week of 


training the representatives will | 


ment, Vitamin Division, Na- | 
tional Oil Products Company, | 
Harrison, N. J. 


7 | 2 


Pabst Beer Cans 


Serve New Purpose 


To the Editor: We thought that 
you might be interested in the at- 
tached material. Certainly it was 
rather amazing to us that ma- 
terials were so scarce in China 
that they were salvaging cans to 
remake them into tea kettles and 
other articles for household use. 

Morton COLtLIns, 

Pabst Sales Company, Chi- 

cago. 


The President, dailies." 
Pabst Brewing Company, 
Peoria Heights, III. 
Dear Sir: Am sending you a 
souvenir from  Tientsin, China, 
which I am sure you will appreci- 
ate very much. This article is in 
a sense not a souvenir but rather 
a household utensil which is sold 


in the street markets here and is 
very good evidence of the in- 
genuity of the Chinese and also of 
he fact that not only is the beer 
excellent but the natives here 
seem to think that the cans are 
also of equally good quality. 
Hoping you get as much kick 
ut of this “souvenir” as I have 
experienced in absorbing your 
beer, I remain 
Sincerely yours, 
HAROLD KEITH ZEMAN, 
Ist Sergeant, U. S. Marine 
Corps. 
+? * 


Liked AA Agency Study 


lo the Editor: I want to offer 
4 note of congratulations and 
thanks to ADVERTISING AGE for the 
excellent study it made of adver- 
ing agency functions and com- 
nsation. 

t is good to get an up-to-ddte 
ture so well gathered. 

NEIL H. BorpDen, 
larvard University School of 
susiness Administration, Bos- 
on, 


Co the Editor: Your special re- 
‘ch report on _ advertising 
ney functions and compensation 
been read with great interest 
most of our organization. 
Jould it be possible to obtain 
ther copy of this report? 
HAL GILLETTE, 
rnold Andrews, Milwaukee. 


“The Sun’s sports coverage 


is outstanding...” 


LOU LITTLE 
Columbia University 


“Like most football coaches, I 
am an inveterate sports page 
reader. It follows that The Sun 
is on. my table when I reach 
home every evening. Any foot- 
ball man will get great en- 
joyment and much information 
from reading the daily gridiron 
stories of Grantland Rice, Bill 
Heinz, George Trevor and Will 
Wedge.” 


LOUIS GEBHARD 
City College of New York 


news reporting and 


writing about sports.” 


New York University 


“TI think The Sun is a grand 
and I have been 
reading it for a great many 
years. You have so many out- 
standing sports writers that it 
is impossible for me to mention 
them all—but I certainly don’t 
want to miss Will Wedge, W. C. 
Heinz, Bill Wittig, and of 
course we all read Grantland 
Rice. After I am through with 
the sports page I have to know 
every evening what Sokolsky 


newspaper 


has to say.” 


JOHN J. WEINHEIMER 


COLLEGE FOOTBALL COACHES, naturally, look for comprehensive, accurate and fair football reporting. 
Satisfied in their specialized field, they seek the same qualities in the general news coverage of their chosen 
newspaper. The Sun's high place on the score sheets of these keen competitors tallies with the findings of the 
L. M. Clark organization's independent research which rates it "one of America's best read metropolitan 


“T am a regular reader of The 
Sun on account of its general 
its out- 
standing sports coverage. It 
has good football news and I 
like to read Grantland Rice 
who always does a good job 


The sutetabin Sun 


NEW YORK 


Represented in Chicago, 
Angeles by Williams, 


Detroit, 
Lawrence & Cresmer Company; in 


San Francisco and Los 


Boston, Tilton S. Bell. 


THE SUN COUNTS WHERE OPINLON COUNTS 
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2 . 103 |& Co., has joined the agency as 
a Join Advertising House a divisional copy chief. 
a Betsy Hatch, formerly account 


executive and copywriter for Ab- Ads Introduce New Bra 
a — ’ pee 4 Bt Dominion Corset Company, Que- 

weme as = =jome Adverusing | hec City, has launched a full-page 
House, Inc., in that city, as ac-| four-color magazine campaign in 
count executive and divisional|Canada to introduce “Elliptic,” a 
copy chief. Mary Reilly, formerly | new nylon brassiere. Ronalds Ad- 
divisional advertising manager of |vertising Agency, Montreal, is the 
home furnishings for R. H. Macy | agency. 


= 
Py 
x 
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the St.Paul Dispatch 
and Pioneer Press are 
the Only Dail, 

Read by 902 ot the 
331,000 people in 
the St. Paul A. B.C. 
: city zone.” 


*Less than 10% of the people in the St. Paul 
City Zone read any other daily newspaper. 


RIDDER-JOHNS, !NC.—Nationa/ Representatives 


NEW YORK CHICAGO DETROIT ST. PAUL 
B 


342 Madison Ave. Wrigley Bidg. Penobscot Bldg. Dispatch Bidg 


Great Big Man in the South 
The GOLDEN Bett Farmer 


ny Way You Look At it— 
A GREAT MARKET! 


"Golden Belt" Tobacco Farmers Received 


Z $242,000,000.00 


for their 1945 Crop! 
* 


The Raleigh News and Observer is the ONLY Morning and 
Sunday Daily published in the entire ‘Golden Belt’ region. 
All-time high ABC circulation, 90,000 PLUS. 


i 
e Ne IS and Observer 


MORNING and par age 
aleigh, North Carolin 


Rep resented by THE BRANHAM COMPANY 
2 eae 
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Minneapolis Dist... 
Minneapolis ..... 
i errr (Not availab| >) 
Duluth-Superior.. 
S esac . i Be ee ee Kansas City Dist...r18 r12 
wae 3 , — , a yaa eo eee 23 —9 4 
Federal Reserve Figures on Department . ‘tore Sales Wichita ......... 13 8 28 
Kansas City ..... 33 29 { 
WASHINGTON—The Federal Re-| New York ...... 2 i ae Sisto City... 12 13 , 
+ 2 97 anoma Yor 
serve Board has reported that de- ok eae al abt igtcy eS MR i -egia eaeada ae 
partment store sales in the week | philadelphia Dist. ..r23 13-26. | Dallas District ..... 1629 
ending Nov. 16 were 24% greater| Philadelphia .... 19 16 21 Dallas ..-..+..00. if 6 
than in the same week of 1945. Cleveland District.. 28 21 27 a. a tee ce os a 
ahos : a PN Ser eee eee 19 16 8 shal whe Re pha 
District gains ranged from the + on dion Bp 24 21 . San Antonio .... 18 21 8 
Richmond (fifth) district’s 14% to Cleveland ....... 24 21 29 | San Francisco Dist, 27 r18 
the New York (second) district’s| Columbus ....... 33 230s 24 vane Angeles Ares. 93 a6 : 
28% Saree 25 433 04620 | + (Oakland ......... 1 11 
ay he Pittsburgh ...... 35 21 20 ban Francisco ... 23 13 5 
Louisville and Denver had 39% | pichmond District.. 8 rl6 14 Portiand ......;. 21 += 20 
gains, highest reported among| washington ..... 5 615 eee re oe : 
cities. The lowest rate of sales| Baltimore ....... 10 #16 619 pera vrai ae ~ ' 
9 6 
over year-ago figures was Salt “ae i a . rRevised. 
Lake City’s 1% increase. oe Pare * 30 “EONS, BSt BYAUADIC 
% Gain Over Same ce 20 r 9 15 + 
Wek: test Woke New Orleans .... 16 18 30 Plan Lighting Exhibit 
Federal Reserve Nov. Nov. Nov. Nashville ....... 34 21 29 ‘ ‘ 
district and city 2 9 16 | Chicago District .. 23 25 24 | The second International Light- 
UNITED STATES.. 17 20 24 Chicago ......... 23 24 23 |ing Exposition has been scheduled 
Basten metonrine hats as 4 7 oe tenes re 18 |for Nov. 3-7, 1947, at the Hotel 
New aven ..... ; , 3 etroit ......-.. 2 2 25 teven ; 6 4 An 
weabia. ..-. 2. 16, 88 9 |. Miwnokes .....- 88 $8) 96 fone gee, ce eee Ses SH, 
Springfield ...... 12 16 21 St. Louis District... 25 24 24 li : eadiine fol 
Providence ...... 8 12 27 Little Rock ..... 12 16 17 |applications for exhibit space, 
New York Distriet.—7 122 28 Louisville ....... 19 26 39 |Which is handled by A. B. Coff- 
ok, a eee —14 28 30 ae ae 27 23 21 |man, 111 W. Jackson Blvd., Chi- 
Metals ase 2% 5 29 25 Memphis ........ 30 28 22 'cago 4. 


Hand-to-Mouth 
Buying 


Because of market uncertainties, these are days of quick 
decisions. Merchandisers buy fast and sell fast. Often they 


want to reach their consumer market “overnight.” 


Such emergencies underline an outstanding service of 
The Weekly Kansas City Star — SPEED. Thanks to supe- 
rior composing room and press facilities, The Weekly Star 
can accept your advertisement Monday morning, have it 
on the presses Tuesday and in the hands of farmer subscrib- 


ers Wednesday morning. 


A two-day closing date! 


Ask your advertising agent if any 
other farm paper covers the Mid- 
west so thoroughly, so cheaply. 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 
415,644 Paid-in-Advance Subscribers 
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16 61 
that “while prices in some com-|their ability to maintain a good|agency are George T. Dyer, as, Co., New York, general U. S. dis- 
lntro uce New modities may rise rather seriously | sales volume.” service director, and Rebekah | tributor, through Walter M. Swert- 
as a result of the liquidation of Lionberger, as media and copy | fager Company of that city, will 
price regulations, the force of ’ : director. feature the slogan, “Kt’s Back... . 
. Products Now competition will soon bring these) Lurie Organizes Agency . ra tae the beer America never forgot.” 
8 7 back in line. Robert Lurie, Inc., has begun Heineken's Beer Resumes, 
i | “Most of industry is well aware! operations in the International Insertions in Esquire, Gourmet, 


from IDEAS Lo 
BAINISWED PRODUCTS 


for CONVENTION EXHIBITS | 
a TRADESHOWS __ 
CNW ILE ICANN) Deore DEA1278 


DISPLAY STUDIOS ir9No weis st cHicac 


of this fact and is willing to take| building, St. Louis. Mr. Lurie has|and The New Yorker, supported | 
fa es €d § 0 /a smaller return on capital through | been director of the St. _Louis | by newspaper copy in New York, | 
‘maintenance of prices at reason- prigre ng nn aap seg edge: Chicago, oo = eagle od 
{ 7 : ‘ : : ar .|papers, will constitute e fir 
, CHICcCAGO—Now is the time ced Pag inige ae — by ee Goodman Advertising hae in ceataer advertising to appear is 
* B manufacturers to introduce new st nl gg a broader market’ New York, and head of his own|the United States for Heineken’s 
‘ B products, increase their advertis- | 29 that in the end they will be | advertising concern in Pittsburgh.| imported Holland beer. The cam- 
| Hing and take steps to achieve full| better off financially because of| Associated with him in the new|paign, placed by van Munching &| 
: Bcooperation among various de-| 
partments in their organizations, | 
Loring T. Hammond, president of | 
6 Moe Brothers Milwaukee Com- | 
pany, asserted at the ninth annual 
Chicago Sales Congress Nov. 21. 
The meeting was sponsored by | 
the Chicago Sales Executives Club | 
and National Federation of Sales 
t- § Executives. Among the speakers | 
ed # was Arno Johnson, J. Walter | 
el § Thompson Company, New York, 
‘', who repeated his talk made at! 
the American Marketing Associa- | 
fy. tion conference in Detroit a month | 
j- ago (AA, Nov. 4) on the improb- | 
ability of the talked-of coming | 
= depression, 
Mr. Hammond se asserted that | 
# more cooperation is needed among | 
sales, advertising, engineer- 
ing, production and executive | 
staffs of most companies. Also | 
essential, he said, is “unlimited 
enthusiasm” for business gener- 
ally. “There is too much negative 
thinking. There will be a depres- 
sion if that is our thinking,” he) 


observed. | 


Stresses 4 Objectives 
E. W. Butler, manager, rectifier 
division, P. R. Mallory Com-| 
pany, Indianapolis, stressed the | 
importance of maintaining ade- 
quate sales records to indicate 
how to pare down product lines, 


eliminating items that do not sell éé 
well. He suggested that sales ex- 
ecutives too often “think produc- 


tion costs too high when they 


should be thinking about how to GET A WARM RECEPTION 


cut down their own costs.” 


James H. Rasmussen, vice-presi- 
dent of United Wallpaper, stressed IN THIS MARKET! " 
four objectives for “Getting Sales- —E— 
men Back on the Beam”: 1) 


u 
Making clear to salesmen exactly BILLIONAIRE 
what management expects of ayo 


them; 2) creation of adequate in- 


“7 
‘entives; 3) adequate provision for BIDDY 
promotion and other awards for 
jutstanding achievement, and 4) 
giving salesmen “behind-the- 
scenes” information so that they 


will deel thay a06 “oh. the Inside” Take it from our feathered friend—the poultry 
gy ge encased farm market is “hot” for home freezers! 
Credit Men, ‘ter acc casaien What’s more, it’s got the cold cash to lay on 
_-MAKES RETOUCHING A CINCH! ~ the line—$7,000,000 daily cash income from 4 
~ \ poultry alone! To get a warm reception for B- 
‘ 
- your home freezer, advertise now in Poultry 
Tribune — business magazine for half a i 


million of the nation’s leading poultry 


farmers. It’s the sure way to put 


i; 


~ a 


l this hot market “on ice!” hes! . 
j ; ; 
| F | 500,000 Circulation 
| You can’t afford to leave a ““Two Billion ' . Member: >. 
| Dollar Hole” in your Farm Magazine fag) = AGRICULTURAL PUBLISHERS’ ASSOCIATION oan 
schedule. 1945 cash farm income from AUDIT BUREAU OF CIRCULATIONS Sy 
lA PREPARED FRISKET PAPER Poultry and Eggs was $2,577,000,000. WATT PUBLISHING CO., Mount Morris, IIL : 
| : | (Source U.S.D.A.) Representatives — New York: Billingslea and Ficke 
| always ready for instant use Chicago: Peck and Billingslea. 


!|-Z Frisket comes to you prepared with | 
e adhesive already on the back. You | 
nply peel off the protective backing and | 
s ready for use. No mess . . . no rubber 

}©ment. . no waiting . no guesswork. 


\° tk Roll: 24 in. x 5 yds. $3.00 
\’ "bo Roll: 24 in. x 20 yds. 10.00 | 


Al your local deoler 
or order direct from 


taur Brown « ero., Inc. | 


4 87 West 44th St., New York 18, N. Y. | 
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Appoints Wilson, Haight 


Wilcox, Crittenden & Co., Mid- 
dletown, Conn., manufacturer of 
marine equipment since 1847, has 
appointed Wilson, Haight & Welch, 
Inc., Hartford and New York, as its 
advertising agency. 


‘Chicago Times’ 
Pantry Poll Tells 
‘45-46 Leaders 


Cuicaco — With its latest 
(fourth) “Pantry Poll” report, the 
Chicago Times has published the 
first yearly summary of its con- 
tinuing consumer panel survey 
For Your Advertising Campaign | here of grocery brands. 

in the | The annual report on the poll, 


SOUTHWEST 'which is conducted by the Medill 
{School of Journalism of North- 
| western University, covers lead- 
‘ing brands in various commodity 


Pe groups as reported first for Au- 


AGENCY gust, 1945, then for December, 


e Publicity 1945, again last April and now 
@ Public Relations for August of this year. 


@ Campaigns In a foreword to the new re- 


Opens in Chicago 

The new Chicago office of the 
Reader’s Digest International Edi- 
tion will be located at 333 N. 
Michigan Ave. 


®@ Surveys port, Assistant Dean Charles L. 
303 Southland Annex Allen of the journalism school 
DALLAS 1 TEXAS || Points out that “the 12-month 


period from August, 1945, to Au- 


= 


Yessir! 
78 and 
proud of it! 


put down 


I’m over 40! 


From the cradle to the census 


taker, men and women give differ- 
ent answers, springing from differ- 
ent points of view. The feminine 
answer to your advertising prob- 
lem probably lies in the pages of 
the magazine that most women 
look to — 


LADIES WOME 


THE MAGAZINE WOMEN BELIEVE IN 


Advertising Age, December 2, 1: 4g 94 verti 
gust, 1946, could hardly be called | Grant’ : . jlevel with 600 employes and | 

normal, for the transition from ala ant's Detroit Office billings of $18,500,000. Facili jec Nev 
wartime economy has been ac- | ses New Brochure of the agency are described Su ( 
companied by many disturbances”| The Detroit office of Grant Ad- illustrated. Similar booklets, i ; g 
and obviously many Chicago|vertising, Inc., is distributing to |S@id, may be used later by otre f r ] 

“pantries may not always have|Clients and prospects in its ef in this country «nq§IO 
-held a normal stock of goods. . .|2 teal 28-page brochure, With | ; CuIcs 
| There is considerable a that nar ose so Dig Deeper | Opens KPFM Studio paper 4 
| ~—. a bes ae pi po <_ | The foreword stresses that Grant} Station KPFM, Portland, a °"° “ 
| August, eae en OL | “is one of the few American ad-|opened new studios located ¢topy 220% ' 
| war—than they usually are.” New | vertising agencies which has estab-| Sentinel Hill. The station is theg 9¢mizat 
|shortages accounted for some de-|lished wholly-owned offices only independently - owned :re.ffof a rat 
clines, he observed. ag rw i" ee States and | quency modulation station in hjsffthe ad\ 
e principal markets of the|area. Stanley M. Goard is min. papers 
Home Inventory Drops world.” The brochure presents the | ager of the station. W. K. Dallas. Zo ice 0 
Most foods, the annual report history of the agency’s growth | formerly with Western Eleciric same ¢ 
shows, were found on hand in a|ff0M a one-man, one-account |Company, has been named assist-J cars.” 
higher percentage of homes in agency in Dallas to its present | ant manager. ” on 
the first survey than in later sur- — 8 meetin: 
veys. The percentage declined dorsed 
from 90 to 57% for soda crackers; newspa 
from 91 to 75% for tea; from 97 Bureau 
from 91 to 79% for tea; trom 97\ FT see by our local home town |?" 
for cheese; from 65 to 42% for gram t 
|soft drinks; from 54 to 38% for paper that oo pers in 


bluing; laundry starches from 94 


McCoy, 
to 76%, etc. 


tion, W 
| In some classifications, the sur- associa’ 
_vey shows striking counter trends. The 
|The percentage of homes stocking lution 
|instant coffee increased from 6 torial 
to 12%; fruit beverage mixes in- Newsps 
‘creased from 13 to 17% and/| to coop 
“soapless sudsers” from 6 to 40%. stitute | 
Many others—including baby ter Ins 
foods, canned milk, macaroni! tional | 
products, etc.—showed little) used i 
change during the period. study ¢ 
| The report shows that mar- trainees 
garine was found in 39% of homes try.” 
in the first survey, in 21% in De- The § 
cember, in 34% last April and | e Ore 
27% last August. Butter, not) Associa 
covered in the initial report, was dent. (¢ 
on hand in 86% of homes in the preside! 
second survey, 71% in the third lowa P 
and 76% in the latest survey. treasur 

Various changes in the Chicago braska 
ranking of brands listed in the 96 | tors, C 
|food, cleanser and related grocery | Howart 
/product classifications are shown | Associa 
‘for the latest period and for the) mann, 
| <e . + ' 
rere ee re | As the "lady of the house" reads her local home town coseina 
| Borden Coffee Gains ‘ r 5 dg ag 

daily newspaper she is bound to read your advertise- also is ; 


Quaker Oats Company’s Aunt| 
| Jemima pancake flour mix has re- | 
'sumed the lead over General Mills’ | 
|Bisquick mix; Borden Company’s | 
|instant coffee has taken over the} 
lead here from the G. Washington | 
and Nescafe brands; Pillsbury’s | 
all purpose flour leads other such | 


ment right next to the news of Mrs. Jones’ bridge party, 
the story of Mary leading the junior class honor roll or 
other news of her friends. 


N.F 
Ad. 
to B 


The Michigan League of Home Dailies 


flours; Atlantic & Pacific’s Ann POR 
Page jams and jellies have ARE ALL NON-METROPOLITAN HOME PAPERS Hamps 
dropped from first to fifth place, read by nearly 100% of the families in their total cen 
with National Tea Company prod- ° ‘hro 

ucts taking the lead; and Del| 666,860 population sina Compal 


leads | U.S. § 


. in 
Monte canned corn agai For Information on the Great Michigan Non-Metropolitan Market, Contact 


the Niblets brand. Del Monte) ane 
brand leads in almost all canned | regula 
fruit and vegetable groups. S Cc H E E R E R & Cc ©) ° — ( 
Although George A. Hormel & || 35 € Wacker Dr., CHICAGO 1 441 Lexington, NEW YORK 17 |B 
Co.’s Spam luncheon meat usually “ d th 
'gets most publicity and brickbats ne con 
|in its field, it still trails Armour New I 
& Co.’s Treet in this field, the Portsmy 
margin having increased in favor J @i@ @iw 8,6 @3 ON YOUR PHONE enactec 
of Treet recently. : e s 
In the soap field, Procter & ae Sea te | eto og LE 
Gamble’s American Family brand ~ 
still leads both laundry soap bar 
and flakes groups, with Fels 
Naptha second among bars and 


Lever Brothers’ Lux second among 
flakes. P&G’s Dreft is far ahead 
of Linco Products’ Juno and Col- 
gate-Palmolive-Peet’s Vel among 
the detergents. 


.. You will fine 
it a satisfyin: 
number becaus: 


In the household dye field (AA, a 
Nov. 25), leaders here are: Rit, it opens th: Oil 
in 11% of homes; Park & Ti!ford’s , sed 

: -~ - 9 " 2 g 
Tintex, 9%; O. P. Ruhardt & Co.’s quick, sure we ettiny 
Pro-Dura, 3%, and North Ameri- to the complet idl 
can Dye Corporation’s Dytint, 1%. ond tendeiiinn ‘ed f 

aa j Oil 
Four to Cooper & Crowe handling o tm 

Cooper & Crowe Advertising, ° : ; 

ur productior rou 
Salt Lake City, has been appointed ... Write or Phone for y P at 
to handle the advertising of Holi- ; requirements " 
Gift Company, using national mail one of our Representatives man 
order advertising and direct mail; —Let us show you samples of work rth 
y p “ca » ‘ ’ ars > . e ° ° | 
V. F. Larsen Company, personnel we are doing for successful institutions. If 
consultant and vocational guid- f eit 
ance, using radio, newspaper and @ sie 
direct mail in the Intermountain 
area; McFarlane Wholesale Meat FAITHORN CORPORATION A 
Company, using radio and trade Ad-Setters - Engravers + Printers 
publications; and Darrell’s Beauty 9g he 
Products Company, using news- 400 N. Rush St., Chicago 11 * Whi. 2300 PRINTING oust 
papers and trade publications to|/L® Ch 
= 
ome AY AND NIGHT SERVIC 
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Newspaper Group 
Suggests NewRate 
for Political Ads 


CutcAco—Members of the News- 
peper Association Managers have | 
gone on record urging state, re-| 
gional and national newspaper or- | 
genizations to seek “establishment | 
of a rate structure which will open | 
the advertising columns of news- | 
papers to aspirants for public 
office on the same basis and the| 
same cost as to comparable space | 
users.” 

The members, at their annual | 
meeting here recently, also en-| 
dorsed establishment of a weekly | 
newspaper division in the Audit | 
Bureau of Circulations, and voted 


funds to finance a promotion pro- | newspaper’s political advertising tion and abridges the freedom of Ind. 


gram to interest weekly newspa- rates shall not be higher than for | the press. ‘New York. 
pers in ABC membership. Bruce | commercial advertising of similar | a dominic 
McCoy, Louisiana Press Associa- | character. Revives 2% Discount KALE Promotes Couche 


tion, was named chairman of the | 
association’s ABC committee. 


torial Association and American | 
Newspaper Publishers Association | 
to cooperate with the Carnegie In-| 
stitute of Printing and the Roches- | 
ter Institute in preparing educa- | 
tional and other materials to be) 
used in the institutes’ proposed | 
study courses for “apprenticeship | 
trainees in the newspaper indus- | 
try.” 

The group elected Carl Webb of | 
the Oregon Newspaper Publishers | 
Association, Eugene, Ore., presi- | 
dent. Others elected were: Vice- 
president, Don Reid, manager, 
lowa Press Association; secretary- | 
treasurer, Nancy Mahood, Ne- 
braska Press Association; direc- 
tors, Cranston Williams, ANPA; 
Howard Palmer, Missouri Press 
Association, and Victor R. Port- 
mann, Kentucky Press Associa- 
tion. Walter Johnson, Southern 
Newspaper Publishers Association, 
also is a board member. 


N.H. Political 
Ad Rate Ruling 
to Be Appealed 


PORTSMOUTH, N. H.—New 
Hampshire’s supreme court has 
prepared records on which the 
Chronicle & Gazette Publishing 
Company here will appeal to the 
U. S. Supreme Court for a ruling 
against the New Hampshire law 
regulating political advertising 
rates (AA, Sept. 16). 

The state court last summer up- 
held the law in a case brought by 
the company, which publishes the 
New Hampshire Gazette and 
Portsmouth Herald. The statute, 
enacted in 1945, provides that a 


LEMENTARY 


Oil in the ground keeps a special- 
zed group of petroleum people busy 
etting it out... produced, in other 
ords. The O1. WEEKLY is special- | 
ced for this group of producers. | 


Oil that goes to market in a variéty 
f guises keeps another specialized 
roup of petroleum people busy get- 
ng it processed . . . in short, refined. 
ETROLEUM REFINER is specialized 
1 this group of refiners. 

If you are looking for top coverage 
{ either of these world-wide groups, 
idy carefully paragraph 10 of ali 
e ABC statements in the oil field. 


ouston New York Cleveland 
Chicago = Tulsa Los Angeles 


| 
| 
he Gulf Publishing Company 
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‘Names Anderson Agency) Appoints Elliott V.P. 


| Rapid Air Freight, newly formed A. L. Elliott has been elected 
‘contract air freight corporation | vice-president in charge of sales, 
| with headquarters at Lockheed Air|credit and collections, and con- 
Terminal, Burbank, Cal., has ap-|sumer relations department of the 
pointed Anderson Advertising | International Harvester Company 
Agency, Los Angeles, to handle|of Canada, Hamilton, Ont. 

its advertising, direct mail and — 
public relations activities. Orval Previews Names Weir 

R. Buckman has been nigh ont Previews, Inc., a national real 
executive vice-president in charge estate clearing house, has ap- 


of sales and advertising of Rapid : s . “tes g ; 
Air Freight. pointed Walter Weir, Inc., New 


York, as its agency. 

‘Shift Curll, Maple 
| Daniel B. Curll Jr., formerly 
assistant to the vice-president in 
CONVENTION CONFEREES—AIll smiles during a chat together at the Grocery charge of sales for Commercial 
Manufacturers of America annual meeting in New York Nov. I8 are (left to Solvents Corporation, New York, 
right), G. Barnard Clifford Jr., treasurer of Cream of Wheat Corp.; W. R. (has been appointed sales manager 
Barry, vice-president and general sales manager of General Mills, and Joseph of the new Dixie Chemicals divi- 
B. Hall, executive vice-president of the Kroger Co. sion. Frank E. Maple, formerly 
in the technical service division 


the ground that the statute is un- 
The group also adopted a reso-|constitutional under the 14th 
lution urging the National Edi-| amendment to the U. S. constitu-| national advertisers. | president. 


of the company in Terre Haute, 
will succeed Mr. Curll in 


The publisher has appealed on The Dayton Journal-Herald, ef-| Charles E. Couche, general man- | Chicago Journal of Commerce 
fective the first of the year, will|ager of Station KALE, Portland, | 
reinstate the 2% cash discount to|Ore., has been elected a _ vice- 


—) 


TI o 


5 


TO SAVE MONEY, of course! Which reminds us that advertisers, too, 
can save money if they cash-in on the TWO-FOR-ONE sale that’s always 
going on in Pittsburgh’s Post-Gazette. The Pittsburgh newspaper with the 
largest daily circulation—it's the ONLY one that adequately delivers the 
market's TWO MILLION suburbanites, as well as the ONE MILLION central 
city folks. Yes, sir! In the Pittsburgh Market ONE Medium will sell it at 
ONE LOW COST! 


Concerta “ld a 


POST-GAZETTE 


One of Americas Great Newspapers 


REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
New York @ Chicago Philadelphia ¢ Boston © Detroit «© San Francisco @ Los Angeles Seattle 
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By STANLEY E. COHEN, Washington Editor. 
Harriman Adopts Mason’s Idea | 


sort of attitude, Mr. Harriman be- 


of ‘Big Business’ Self Regulation lieves that self regulation on the 


WASHINGTON—Now that “coop- 
eration” has become the theme of 
government-business relationships, 
it is hardly strange to hear that 


Commerce Secretary W. Averell | 


Harriman is turning to business 
leaders to take the initiative in in- 
sulating “small business’ from 
disastrous competitive practices. 
Like FTC Commissioner Lowell 
B. Mason, who first suggested this 


|part of aroused business men will 
'do more to eliminate evils than a 


shelf of regulations or a phalanx 
of government lawyers. 

Large business has given many 
opportunities to small business, 
says Mr. Harriman, “but unneces- 
sary concentration is a threat to 
democracy and a danger to busi- 
ness itself,’ he contends. 

“When directors of Big Business 


| consider proposals for absorption 
and integration, they should ques- 
tion whether the proposals add to 
| their effectiveness in serving the 
| public, whether they are genuinely 
in the public interest, and particu- 
larly whether they serve demorc- 


racy and free enterprise.” 
Bo a * 


If you are short of trained per- 
sonnel, OPA’s employment service 
| feels it can provide well qualified 
| people with unusually broad ex- 
|perience in marketing and dis- 
‘tribution, cost and price analysis, 
management, administration, sta- 
tistics, accounting, law and eco- 
nomic analysis. Some of OPA’s 
most reliable and _ conscientious 
employes responded to pleas to re- 
main to the end, according to 
Mario P. Canaipi, chairman of Em- 
ployment Services. Experience 
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and training records are available 
here or at the nearest OPA re- 
gional or district office. 

* ok * 

Liquid assets reports in the No- 
vember “Federal Reserve Bulletin” 
confirm the belief reported here 
last week that individual saving is 
dwindling to the vanishing point. 
By the end of June, before sub- 
stantial price increases set in, total 
individual saving for 1946 was 
only $4.2 billion, compared with 
$11.2 billion for the second half 
of 1945. Though time and demand 
deposits held up, E Bond redemp- 


tions exceeded sales in every 
month from February through 
September. 


* oo * 
As Housing Administrator Wil- 
son Wyatt wonders whether he 
should give up his low cost hous- 


Generations of Washington residents have learned to 


depend on what The Star says. 


itr 


Almost a century of continuous publication has built a reputation for The Star that makes it an 


accepted member of the family circle. 


and readability. 


That reputation is based on accuracy, fairness, reliability 
Of The Star's daily circulation of 211,064 (Sunday—226,094) about 


95% is concentrated in the area where the people who read The Star do their shopping; 80% 
of this circulation is delivered to the home. 


Such facts can be claimed by few daily newspapers anywhere and none but The Star 
This explains The Star's domincnt position in the American Capital; its 


in Washington. 


successful use as a preferred medium by advertisers who 


want to reach most of the people with the news 
of what they have fo sell. 


DAN A. CARROLL, NEW YORK e J. E. LUTZ, CHICAGO 


WITH SU 


The Ho 


ing program, or go down fight ng, 
the Construction Industry Adis. 
ory Council of the U. S. Chamber 
of Commerce takes up the chant 
that priority controls, like pice 
controls, must go. To add to 
Wyatt’s headache, the coun:j| 
acted after hearing Rep. Jisge 
Wolcott, who becomes chairi ian 
of the powerful banking and cur. 
rency committee, promise an in- 
vestigation to learn what is hold. 
ing back building. 
Bo oR * 

What may be the test case under 
the “Blue Book” comes before FCC 
Jan. 13, when Hearst Radio seeks 
a license renewal for WBAL, cited 
as one of the stations which failed 
to live up to programming prom- 
ises made in its original applica. 
tion. As WBAL argues that it js 
doing a good job, Public Service 
Radio Corporation, owned by com- 
mentator Drew Pearson and (Col, 
Robert Allen, will be seeking 
WBAL’s frequency. 

KE * * 
items 


Decontrol extended _ to 


|under export control, as the Office 


of International Trade unfroze 


nearly 100 items—about 10% of 
the list. Anxious to rid itself of 
the temporary export licensing 


responsibility, OIT is modernizing 
its information service on foreign 
markets, and planning to assist 
U. S. traders who must stack up 
against state-buying oragnizations 
abroad. 
a o * 

When two fur buyers violated 

an FTC order prohibiting them 


|from accepting brokerage fees 
{while serving as buying repre- 


sentative for retailers, the com- 
mission turned to the courts. Now 
the buyers will face contempt pro- 
ceedings in 2nd Circuit Court of 
Appeals in New York if they con- 
tinue the practice. 


Shoe Firm Offers 
16-Page Ad Copy 
Instead of Booth 


St. Louis—Those visitors at the 
National Shoe Fair in Chicago 
who looked for a display by Clinic 
Shoemakers division of the Juve- 
nile Shoe Corporation of America, 
discovered instead that the com- 
pany had confined its promotiona! 
activities to a 16-page insertion in 
Boot & Shoe Recorder. 

Clinic, which specializes in shoes 
for nurses and other women in 
the medical field, announced that 
it had added no new accounts fo! 
five years, that it saw no reason 
to set up displays to attract new 
business. 

Although Clinic prepared its 
own copy entirely, the 16-page ad 
was placed through the Wesley K. 
Nash Agency, St. Louis. 


WBKB Signs Lytton and 


Television Associates 
Henry C. Lytton & Co., Chicago 


clothier, has signed to_ spors0l 
ABC’s telecasts of the Sunday 
hockey games of the Chic: g9 
| Blackhawks over Station WB‘B, 

Chicago, effective Nov. 24 and 
continuing until March 16, @ 
8:30-11 p.m., CST. 

The sponsorship of “Stump te 
Authors,” an audience partic )a- 
tion show which ABC has cen 
telecasting since Sept. 6 on a - us- 
taining basis, has been bough DY 
Television Associates, a vi‘ e0 
packaging and servicing comp ny 
under the direction of Capt. \Vil- 
liam C. Eddy, effective Nov. 29 
The show is aired Fridays 4 
9-9:30 p.m., CST, 
WBKB. 


over Staion 


Mook Opens Agency 
Emerson H. Mook, for the 
|four years industrial adverti 'né 
director of Kircher, Helton & i 
lett, Dayton, has resigned to oe? 


i|his own industrial advert 'né 
agency at 5025 N. Main St., Dy- 
ton. Previous to his Kirc ‘ef 


| Helton connection, he handled '2- 
dustrial accounts in the Cleve! .n¢ 
| office of Fuller & Smith & Ros’. 
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Package Industry 


Sees Peak Demand 
Despite Cost Rise 


(Continued from Page 1) 


merous other retail fields. 

Vakers of paper boxes are faced 
with serious shortages of pulp and 
this critical situation will remain 
so until about mid-summer of 
1947, Mr. Lynch declared. He told 
AA that no paper pulp is arriving 
from foreign markets. This and the 
in domestic pulp have 
resulted in a degrading of the 
quality of paperboard by about 
90% of the mills, he said. 

New threats to paper box pro- 
juction were seen in the coal 
strike as Mr. Lynch pointed out 
that one ton of coal is required 
to make one ton of 


paperboard. 
Decrease in industry production, 
he said, might result in rulings 
temporarily limiting packaging to 
foods, medicines and other vital 
needs. 


Heavy Demand for Plastics 


At the same time plastic makers 
face a market which is considered 
so overwhelming in its demands 
that they see no hope of fulfilling 
all orders. 

David S. Hopping, Celanese 
Plastics Corporation, declared that 
f the plastics industry could get 
necessary equipment, it could 
louble its output and still not fill 
resent demand. 
that plastic makers as well as 
makers of paperboard use wood 
ulp, plus cotton linters which are 
equally difficult to get. 


Least expensive of all plastics 


the flexible, transparent type 
which is highly desirable, espe- 
cially in self service stores. Mr. 


Hopping said that plastics increase 
mpulse buying in virtually every 
type of retail store. 


Produce Packaging Grows 


Makers of plastics look with 
some trepidation on the likelihood 
f tremendous expansion in pack- 


aging of fresh fruits and vege- 
tables. This field, Mr. Hopping 


said, represents one of the great- 
est retail advances for plastics. 
While it is highly desirable, manu- 
facturers are hoping that the de- 
mand will grow slowly to permit 
them to keep up with orcers. 

Use of color on plastics is be- 
‘ming increasingly popular, Mr. 
Hopping declared. Plastics can be 

inted in the same colors and de- 
igns as paperboard, he said. 

A relatively few manufacturers 


Write to THE 


PLY-O PRODUCTS CO. 


[West 22nd Street, New York 11 


supply the nation’s demand for 
plastics. Plastic Materials 
facturers Association, Washington, 
D. C., lists about 22 producers as 
members and this roster covers the 
great majority of such makers 
throughout the country. 
Foil 
Manufacturers of aluminum foil 
are experiencing the same produc- 
tion difficulties that face other 
packaging material makers, 
one spokesman indicated that the 
“unmounted foil situation is easing 


Problems Eased 


| ; - P 
jup slightly.” However, in pack- 


jages where foil must be backed 
i\by paper, the supply falls short 
of demand. It was also indicated 
ithat makers of aluminum foil will 
enter strong bids for a major por- 
tion of the fresh produce pack- 
aging business. 

Neither the paper box makers 
nor the plastic manufacturers feel 
any friction as competitors—right 
;now at least. Demand for all sorts 
of packaging, including aluminum 
foil (which may be printed in any 


jmanner), is so great that their 


Manu- | 


but } 


|}combined production cannot sup- 
ply the market. 

The present meeting marked the 
first time that users of packages 
in diversified fields have met in 
seminars to discuss problems pe- 
culiar to their own _ industries. 


Eight seminars were held, includ- | 


ing tobacco, cosmetics, candy, 


motive goods, textiles and 
parel, beverages, and chemical, 
petroleum and their allied prod- 
| ucts. 

At the meeting, attended by 
‘more than 500 representatives of 
|about 360 companies, new officers 
elected were: Mason T. Rogers, 
| Dewey & Almy Chemical Com- 
| pany, Cambridge, Mass., president; 
| A. F. Stevenson, The Borden Com- 
|pany, New York, and G. W. von 
| Hofe, New Jersey Machine Com- 
pany, Hoboken, vice-presidents. 


Moves N. Y. Office 


Brisacher, Van Norden & Staff, 
New York, has moved from 
Park Ave. to its own building at 
140 E. 39th St. 


baked goods, hardware and auto-| 
ap- | 


250° 


Armed Forces 


Joel _N. Ettinger (Army) has 
joined Lester Harrison, Inc., New 
York, as an account executive. 

Edgar Parsons (Army) has 
joined Fred A. Palmer Company, 
Cincinnati, as a field representa- 
tive specializing in sales organiza- 
tion and training. 

Everett E. Doten (Army) has 
joined Ingalls-Miniter Company, 
Boston agency, as an account ex- 
ecutive. 

Harold E. Livingston and Wil- 
liam Nielsen (Army) have joined 
Hoffman-Schiff Agency, Lawrence, 
Mass., as account executives. 

Ted Hewlett (AAF) has joined 
William Jameson & Co., New 
York, as assistant advertising 
manager. 


aameitne 


‘Kiwanis’ Ups Ad Rates 
Effective Jan. 1, Kiwanis Maga- 

zine, Chicago, will increase its 

basic page rate from $500 to $625. 
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Barr Names Hutchins 


| Barr Mfg. Company, Weeds- 
|port, N. Y., manufacturer of elec- 
| tric clocks, has appointed Hutchins 
Advertising Company, Rochester, 
to handle its account. 


Hales Joins WHBC 


Melvin T. Hales, formerly with 
the Timken Roller Bearing Com- 
pany, has joined the sales staff of 
Station WHBC, Canton, O. 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE 
ADVERTISING 


Complete Agency Service 


619 N. MICHIGAN, CHICAGO II « DEL. 8300 
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He pointed out} 
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just facts...4 of them... about HOUSE BEAUTIFUL 


circulation... 


House Beautiful’s is 400,000 and growing! People who read House 
Beautiful have the desire and the means to better their homes. People read House Beautiful 


for ideas and information on the very things you advertise! 


De wai 


advertising... 


House Beautiful leads its field! House Beautiful leads all home magazines in 
total advertising pages. And in total retail pages, House Beautiful also leads—proof that 


where the magazine itself is the point-of-sale, House Beautiful is the most productive medium! 


4 


trade influence... 


very people responsible for the sale of your product. 


their own money to the tune of 2,886,344 lines of newspaper advertising. 


At the top of your list for 1947 


(The class magazine with mass influence 


House Beautiful has 35,000 paid trade subscriptions! Yes—s5,000 
paid trade subscriptions . . . unmatched coverage of the influential people of the trade . . . the 


Beller your Moe. blr YOU! Living... 


House Beautiful sponsors this CRUSADE! House Beautiful has backed 
“BETTER your home... better your LIVING” with 143 national ads for more than 43 


millions of reader impressions. And already more than 700 retail stores have endorsed it with 
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Boosts Circulation 
Congratulations, New York, has 


announced a 25% increase in 
guaranteed circulation for 1947 
which brings the circulation to 


500,000 at no increase in advertis- 
ing rates. 


Joins Four A’s 


Ryder & Ingram Ltd., Oakland, | 


Cal., has joined the American As- 


sociation of Advertising Agencies. | 
| 


a i i i i i i i i 


1355 PROFIT-MAKINC 
DATES AND EVENTS FOR 1947 


New Date Guide provides practical 
source of dates and events for money- 
making local and nat'! tie-ins. Eliminates 
needless research. 


‘ 
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Used by Advg., Sales, Promotion, 
Merchdsg., Display, Store Execs. Mail 
$1 for your postpaid copy TODAY! $1.50 
Oo. 
¥s 


outside U. S. Forecast Associates, P. 
Box 166, Sta. ''F,"’ New York 


National Clearing House 
Events and Dates 


16, N. 


for Key 


LOOK AHEAD GUIDE & CALENDAR 


a 


Taber Crusade 
Threatens U. S. 
‘Press Agentry’ 


(Continued from Page 1) 
tics gathered by the commission’s 


|accounting department, FCC’s in- 


formation office does little more 
than issue daily lists of applica- 
tions received and actions taken 
by the commission. 


Rep. Taber feels the “press 
agent” is a threat to “American | 
\liberty and to freedom of the| 
press.” He also feels that the 


Washington press corps has be- 
come so lazy that it depends on 


the press agent’s “handouts” for | 
its stories. 
Anyone who has ever detected 


lists of commission actions issued | 


by FCC has a right to resent the | 


= oo 


Can you hang a man TWICE for a crime? 


WTI Lil Dee ee I Tt aaa 


\) 
Zo 
Aria 
> 


experts say*— 


CASE NO. 2 


OHN SMITH was convicted of murder. He 
was sentenced to hang—and at the ap- 
pointed time the noose was fastened and the 
trap was sprung. Smith dropped like a rock, to 
dangle at rope’s end. At that moment, some- 
one among the witnesses yelled, ‘“‘Reprieve”’! 


Smith was hurriedly cut down. Swift med- 
ical effort brought him back to life. Then it 
was discovered that the ‘‘reprieve’”’ was the 
hoax of a practical joker. 


PROBLEM: Should Smith be hanged again 
after going through that awful ordeal? Legal 


At Iberia, La., the night of May 3, 1946, 
Willie Francis sat in the Chair. The warden’s 
arm jerked; on went the current. A ter- 
rible searing jolt is usually felt, they say. 
But for Willie it was only a “tickle”. The 
Chair had gone dead . 


Said Willie, ‘“God fooled with the electric 
chair.”’ Said Willie’s lawyer: ‘“To put Willie 
into the repaired Chair would amount to 
punishing him twice for the same crime.” 


The U. S. Supreme Court reviews the case 
this fall. But what do you think? 


*No hints; you guess. 
See next Dell ad for answer. 


PAUSE AND CONSIDER: 1) To analyze these problems takes 


sharp, careful thinking . . 


. and a million men demand 


them every month. 2) The same type of thinking enables 
our readers to choose between quality advertised brands 
and unknowns. 3) Dell’s market consists of men at 
family age—mature, responsible men. 4) A big name 
advertiser has captured this market for overalls, coveralls, 
work shirts, work pants and dungarees. 5) He’s been a 
consistent advertiser in Dell Men’s Group for years. 


[S/WSIDE 
detective 


Bestous 


te MAL 


= Men's 
If you read it in Dell, it’s a fact /) 


Group 


median income, $2,950... 3.4 persons per family .. 
. 1,126,697 circulation, ABC, 3-46. 


own their own homes. . 


DELL PUBLISHING CO., 


INC. 


149 Madison Ave., New York 16 
CLUES TO THE DELL MEN’S MARKET: Median age of reader 35.8... 


. 77.8% married... 37.3% |! 


, charge. 


While Rep. Taber thinks $100,- | 


|000,000 could be saved, he says | 


| the money 


is unimportant com- | 


|pared with the principle. 


| 


} 


ja story in those straight-faced out that 


| which 


| munity and to publicize their ex- | of Avery-Knodel, 


| 


| 


| week for six issues. 


“Propaganda is not a _ proper 
governmental function and if we| 
are going to have freedom of the | 
press, we have got to eliminate | 
these activities which destroy the | 
liberties of the American people | 
and are plain dishonest,” he said. | 

As soon as the Taber blast was | 
issued, a Department of Agricul- | 
ture spokesman asserted that his | 
department is required by law to | 
provide information to farmers | 
and that its press releases are for 
that purpose only. 

That is the kind of argument 
Rep. Taber will undoubtedly 
meet at the Commerce Depart- 
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Do you own a horse-and-buggy 
ball-point pen? 


ifs you have a ball-point pen you | 
are not satisfied with-no matter | 


where you bought ite Lac 
a 


Allow you 3.00 tor kt towards any ball-petet pee 
be oar stock priced at 12.50 or mere. 


WILL on» ter ns cei cnc sss tebe 


appresed by Mare of Samdarde. 


Vee iter te geet tere mre oe ome | te mumae 


ment, which under Henry Wallace 
/made a substantial increase in its 


information and publishing activi- | 


|ties. At the time Commerce was | 
planning this expansion, it pointed | 
information in its files 
would be of little value to busi- 


ness if the department lacked 
facilities for bringing it to the 
business man’s attention. 


Used by War Agencies 


The kind of press agentry Taber 
resents sprouted during the war, 


| the 


| 

MACY'S 'SERVES' GIMBEL'S—Last fall 
Gimbel Bros., New York, made a great 
promotional to-do about being the first 


It was a Reynolds. Since then Reynolds 
and a lot of others have introduced 
newer and maybe better ball-point 
pens. As part of the current phase of 
perennial Macy-Gimbel battle, 
Macy's ran this large-space newspaper 
ad offering an allowance of $3 on any 
ball-point pen for which the owner 
paid $3.50 or more on any ball-point 


particularly in the war agencies 


which felt the need of obtaining | 
public understanding and coopera-'| 


tion. 

In addition to the armed forces, 
wanted to maintain good 
|relations with the civilian com- 


ploits, the civilian agencies felt 
the need for official contacts with 
the press and public. 

With hundreds of reporters as- 
signed to agencies like WPB and 
|OPA to watch developments, or 
to check rumors, the information 
divisions attempted to reduce the 
‘number of calls referred to busy 
| executives. 

In addition, 
issued summaries 


the press division 
of important 


meetings which reporters were not | 
allowed to attend. The system was | 
handout | 
could be checked directly with the | 


tolerated because the 


source. 

Often, of course, newsmen tried 
to read between the lines to de- 
termine what had been omitted 
from a handout. But any re- 
semblance between the work of a 
war agency information division, 
and the deadpan releases of the 
regular departments, will remain 
for Mr. Taber to detect. 


Three Dailies Up Rates 


The Minneapolis Star, Morning 
Tribune and Daily Times have in- 
creased their per copy rates from 
three to five cents at newsstands 
and delivery by carrier in the 
Twin Cities area has been in-| 
creased from 15 to 20 cents per | 
The price of | 
the Minneapolis Sunday Tribune 
outside the Twin Cities area has 
been increased from 12 to 15) 
cents. The Sunday price in the 
Twin Cities area remains at 10 
cents. 


Appoints Smith, Stubbs 


W. M. Smith and A. E. Stubbs 
have been appointed general sales 
manager and foreign sales man-| 
ager, respectively, of Bryant 
Chucking Grinder Company, 
Springfield, Vt. | 


O'Malley Appointed 

Pacific Drug Review has ap- 
pointed Charles R. O’Malley, Chi- 
cago, midwestern representative, 
succeeding the late J. A. Meyer.| 
Mr. O’Malley was western man-| 
ager of Drug Topics for 10 years, | 
leaving in 1944 to form his own 
sales organization representing re- 
gional drug trade publications. | 


Sanderson Changes 


Henry A. Sanderson, formerly 
art director of Foote, Cone & 
Belding and Leo Burnett Com- 
pany, Chicago, has joined Behel & | 
Waldie & Briggs, Chicago, in the | 


same capacity. | 


more. 


Noyes to Avery-Knodel 
Norman Noyes, formerly ac- 
count executive of NBC, has been 


appointed Los Angeles manager 
Inc., national 
sales representative, succeeding 


Frank Webb, who will manage a 
Honolulu radio station. 


Rock Island Appoints 
The Chicago, Rock Island & Pa- 
cific Railroad Company 


Chicago, to handle the advertising 
for the Rock Islan” ines. 


Urges Outdoor 
Give Priority 
to Traffic Safety 


Boston—At the first postv: 
meeting of regional council No. | 
of the Outdoor Advertising Asso- 
ciation of America, which empha- 
sized the need for public serv ce 
programs and more extensive pub- 
lic relations activities, Myles Stan- 
dish, chairman of the association's 
traffic safety coordinating coin- 
mittee, urged that top priority be 
given traffic safety. 

He pointed out that outdoor «d- 


store to introduce a ball-point pen. | 


pen in its stock priced at $12.50 or | 


has ap-| 
pointed Roche, Williams & Cleary, | 


| vertising in Rhode Island had 
|made “many new friends by lib- 
‘erally and wholeheartedly offering 
| its facilities to community efforts.” 
| Traffic safety posters now on dis- 
play bear the printed endorsement 
‘of the Rhode Island Congress of 
|Parents and’ ‘Teachers, he said, 
| thereby “making advertisers of the 
| Public : non-paying users of 
;}outdoor advertising.” 

| Henry R. Johnson, president of 
|the national association, reported 
a forthcoming clinic to be activated 
in 1947 for the benefit of every 
'state association. The clinic staff 
| will be available upon request to 
conduct classes anywhere in the 
/country on the most modern and 
|efficient methods of poster hang- 
ling, painting, leasing and con- 
structing. 

Eugene Bernardin, director 
Standard Outdoor Advertising, 
Inc., and general manager of 
Joseph J. Flynn Compar~, was 
elected new regional chairman, 
succeeding John Donnelly, vice- 
president of John Donnelly & Sons 


of 


Savory Toaster Appoints 


Savory Equipment, Inc., Newark 
toaster manufacturer, has_ ap- 
pointed Hixson-O’Donnell Adver- 
tising, New York. 


1. The present population of Greater Lawrence approximates: 


O 130,000 


O the Worsted Textile Industry 


OO 1,497 


O 100,150 O 95,000 
2. Lawrence is the World Capital of 
CO Wood products 
O Plastic Products 
Lawrence has how many retail stores? 
O 500 O 1,286 
4. 


O $50,586,000 


Retail sales for the year 1945 in Lawrence were 
2 $52,942,000 


O $90,480,000 
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Reach 


to buy your product. 


the people who are better able 
Reach them thru 


their daily newspaper—the Eagle-Tribune. 
Read in 95 out of every 100 homes. ABC 
Circulation over 35,000. 


Serving hundreds of national advertisers 


tr EAGLE-TRIBUNE 


- LAWRENCE, MASSACHUSETTS 


WARD-GRIFEFITH CO. 


- NATIONAL REPRESENTATIVES 
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Acvertising Age, 


Butter Makers 
Urged to Improve 
Quality, Advertise 


(Continued from Page 1) 


nual meeting here Tuesday of the 
American Butter Institute. 

Harry Schumacher, manager of 
he merchandising department, 
swift & Co., asserted that the but- 
er industry produced only 12.1 
ypunds of butter per capita last 
rear, compared with 18.5 pounds 
n 1934 and 16.9 just before the 
var. He observed that output per 
apita in New Zealand is 40 pounds 
; year, is 34 pounds in Australia 
nd 32 pounds in Canada. 


Hits Poor Packaging 


Swift & Co., he said, and other 
packers had before the war! 
joubled the sales of several meat | 
tems largely by increasing the} 
juality of those products, “and 
juality has increased the sale of | 
utomobiles, radios, mechanical re- | 
rigerators, frozen foods and many 
‘ther items.” | 
“War has not improved the qual- | 
ty of butter,” he asserted, adding | 
hat, “by contrast, margarine im- | 
proved its quality, and even more 
mportant, Mrs. Joe Doakes knows 
hrough use and advertising that 
nargarine today is of better qual- 
ty than prewar.” 

Mr. Schumacher suggested that 
utter processors had been notably 


ackward in not developing better | 


aackaging materials. He observed 
hat a 25-cent pint of cream is 
old in a container worth one to 
wo cents, whereas a 


er of a cent. 
Discussing the failure to adver- 
ise, he asserted that makers of 
reakfast cereals spend 120 times 
s much in advertising as butter 
nakers, although cereals sales are 
nly one-fifth as great as butter. 
n 1945, he said, butter advertising 
national magazines _ totaled 
150,402, compared with magazine 
udgets of $3,340,162 by margarine 
nakers, $2,840,684 by cheese 
nakers, $8,650,284 for meats and 
18,645,167 for breakfast foods. 
e emphasized also that more ef- 
t must be made to obtain color- 
ul mass display of butter in re- 
ail stores if butter makers are to 


mprove their place in the com- | 


etition for the consumer’s grocery 
lollar, 
Weaver Tells Sales Loss 

Norwood Weaver, vice-presi- 
ent, A. C. Nielsen Company, 
inted out that, where butter 
accounted for 
procers’ revenues in 1942, the per- 
entage had declined to 1.8% this 
ear. In the four-year period, he 
aid, dollar sales of butter dropped 


ails 


4".. while margarine sales rose 


06%. 
Butter still is the second most 
nportant product in sales volume 
retail grocers, Mr. Weaver ob- 
ed. Despite the fact it re- 
f\\es less promotion from manu- 
irers and retailers than mar- 
ne or any of six other basic 
ery staples, he _ said, the 


; 44 eo the Perfect 


le tnextalone 
\ FOR CHRISTMAS AND ALL 


OCCASIONS 
Fancy Baskets tw Fruits 
Sent anywhere in . -A. & Canada 


Siness Executive send us your gift 
GU ARANTEED DELIVERY 
BASKETS $5.00 UP 
Just Write or Wire Us 
National Headquarters 
FRUIT BY TELEGRAPH 
337 Boardwalk, Atlantic = N. J. 


Phone A. C, 4-395 


75-cent | 
ound of butter is sold in a parch- | 
nent wrapper costing only a quar- | 


3.6% of | 


December 2, 1946 


grocer’s annual yearly profit on 
butter, “relative to dollar inven- 
tory,” is normally $12.25, com- 


pared with $4.48 on margarine and 


lower profit on other lines. 

That less profitable lines receive 
more promotional support, he said, 
represents “a concerted effort on 
the part of both retailer and manu- 
facturer to create heavy sales for 
items basically less profitable to 
retailers than is butter.” He said 
his company believes the “butter 
industry has one of the most 
glorious opportunities for mer- 
chandising we have ever seen.” 


Processing Costs Higher 


Paul Potter, Paul Potter & As- 
sociates, Chicago, told institute 


|members that operating costs of 77 


butter processors have increased 
41% from 1940 to 1945. This in- 
crease relates to 16% of the price 
paid by consumers, for 84% of the 
cost of butter normally is returned 
to farms which supply cream to 
the processing plants covered in 
|the survey, he said. 

Russell Fifer, executive secre- 


tary of the institute, estimated 


1947 production of creamery but- | 


ter at 1,350,000,000 pounds, com- 
pared with 1,150,000,000 pounds in 
1946. He told AA the institute 
plans to increase its promotional 
activities next year, although it 
does not contemplate an advertis- 
ing drive. 
Making Another Film 

The institute in 1946 made two 
sound slide films to show farmers 
how to produce cream more effi- 


ciently and in greater quantities. | 


Another film of this type will be 
prepared soon. The films are 
shown through affiliated state and 
county organizations. The insti- 
tute plans to step up its public 
relations program. For advertising, 
its members will rely on cam- 
paigns of the American Dairy As- 
sociation and National Dairy 
Council. 

G. W. Shadwick, Beatrice Foods 
Company, Chicago, revealed that 
Reynolds Metals Company, Louis- 
ville, has developed for Beatrice | 
an aluminum foil butter wrap to 


|protect butter in storage ware- 
houses, retail stores and in homes 
|against weight loss, score reduc- 
‘tion and contaminating odors from 
other foods. The aluminum foil 
wrapper, he said, offers better dis- 
play opportunities than other 
| wrappers used to package butter. 

The organization elected A. J. 
Good, Pickering Creamery Com- 
|pany, Pickering, O., president, and 
named George Mahle, Sugar Creek 
Creamery Company, Danville, II1., 
| Vice-president. 


| 
| 
| 
| 


Bibletene Records 
Samples Spot Radio 


Bibletone Records, New 
which specializes in religions and 
|inspirational recordings, began its 
|first radio campaign Dec. 1 when 
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has issued records of more than 
200 hymns under its label and re- 
cently released a series of chil- 
dren’s albums under the title, 
“David and Janie’s Adventures in 
Bibleland.” 


Joins Bell-Miron 


York, | 


ispot announcements broke on 80) 
|stations of the Keystone network. | 


|The campaign will continue until 
Christmas. 
Burstin Advertising, New York. 
“Extensive plans” for radio ad-| 
|vertising next year will depend | 
largely on the results of this test, 
|the company announced. Bibletone | 


Agency is Greenfield- | 


| 


Eleanor Howard, formerly pro- 
motion director for the Carlisle 
Shce Company, New York, has 
joined Bell-Miron, Inc., of that 
city, manufacturer of Miron wool- 
ens, as promotion director. Mrs. 
|Howard, who has been assistant 
promotion director of Saks Fifth 
Avenue, fashion publicity manager 
'at Lord & Taylor, and fashion co- 
ordinator of accessories for Mar- 
| shall Field & Co., will be in charge 
of advertising, publicity and 
|fashion coordination. 


OZAUKEE PRESS 


the weekly newspaper 
with pictures 


port washington, wis. 


upon this site. 


You need newspapers to sell New York 


| THIS (3 NEW YORK ) 


Granted a land charter by William II which also 
entitled it to sell whales and wrecks cast ashore, 
Trinity Church will be 250 years old next year. 
oasis among the skyscrapers of Wall Street, the 
present Gothic brownstone edifice is third to stand 
In its churchyard are the graves of 
Alexander Hamilton, Robert Fulton. 
parent Episcopal church and wealthiest in the world. 


An 


Trinity is the 
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Excluding colored funnies, brown sections, and magazines, 
Cincinnati daily newspapers, during the first nine months of 
1946, carried the following amounts of General Display 
linages: Times-Star, 1,813,239; other evening paper, 1,159,- 
225; morning and Sunday papers combined, 1,310,143. 


MEMBER OF THE AMERICAN NEWSPAPER ADVERTISING NETWORK 


Cincinnati 


does its Christmas 


What's that sound? Christmas bells ringing? Cash registers singing? In 
Greater Cincinnati it’s both, for there's plenty of Christmas celebrating 

and spending in this rich $500,000,000 market. Wise advertisers are now 
getting their share of this Yuletide product-buying with compelling, ramrod 

campaigns about their goods and services. They try no misty magic. 
They remember only this twelve-months-a-year formula, the tried and true 


triumvirate of sales: a great market, a great campaign, a great medium. 


HULBERT TAFT, President 
and Editor-in-Chief 


NEW YORK 17, N.Y. 

60 East 42nd Street 
Albert H. Parker, Mgr. 
CHICAGO 1, ILLINOIS 
333 North Michigan Ave. 
Fred D. Burns, Mgr. 


WEST COAST REPRESENTATIVE: 
John E. Lutz, Chicago 11 


... IN ADVERTISING 435 North Michigan Ave. 
AND DAILY CIRCULATION \ 


( times-star ADVERTISING OFFICES: 
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PHOTOGRAPHIC REVIEW | 


PUBLIC RELATIONS V.P.s—In a huddle are four newly appointed vice-presi- 
dents of the Institute of Public Relations, Inc., New York. hey are, left to 
right, Benjamin N. Lesk. Hubert Holloway, William Kostka and William P. Reed. 


--TO NEW YORK 
ett Stork Chab 
OLD Ames 


M-K-T FEATURE—First in a series of $ PO R T SWEA R ‘ 
shadow-box window displays are these 


located in the Missouri-Kansas-Texas ACTION UNDER THE SUN—David D. Doniger & Co., New York manufacturer 


iicket office in the Gunter Hotel, St. of McGregor sportswear, will use 24-sheet posters such as this during an ‘Action 
Louis. The entire series will aim at Under the Sun'' campaign keyed to the thermometer rather than the calendar. 
showing passersby the various services The drive will break in the far South in January, and proceed cross-country 
offered by the ‘Texas Special,'’ M-K-T through five zones until it reaches the northern resort area in May. Reproductions 

feature train. Anfenger Advertising of the poster will appear on car cards and counter display cards. Hirshon-Gar- 
Agency is in charge of the account. field, New York, is the agency. 


G Ol distinguished can you yee. Be 


For those who can afford. . 
the finest musical commercials. 
Keot and Johnwm 
managementCisle Agrocy, tne. 


OW FAR CAN YOU GO?—"Distinction" continues to be kidded, and the 
test is this page ad in Variety, in which Kent and Johnson, whose business is BUILDING WORLD MARKETS—Robert M. Ganger, Geyer, Cornell & Newell, chairman of the New York council, American 
usical commercials, pose as super-distinguished gents, with a line of copy Association of Advertising Agencies, opens the dinner session at the Four A's eastern meeting Nov. 18. Principal speaker 
asking, "How distinguished can you get?" was Henry R. Luce, publisher of Time and Life (left of speaker), who discussed what U. S. foreign policy can do to build 
the world's markets. From left are Roy Larsen, president of Time, Inc.; Frederic R. Gamble, president of the Four A's; 
William G. Chandler, Scripps-Howard, president of the American Newspaper Publishers Association; Sigurd S. Larmon, Young 
& Rubicam; Mr. Luce, and (far right) Frank Stanton, president of CBS. 


Soe -4 your COMPié _ — 
NOW wai 
ROGERS SILVERPLATE 


Fins SEBPEEC ILO wor onen 


sii een 68 


> <<? “2 > ¥ ee nae ene 
™, = . : al i! . he oa seis ~~ 
a aoe 
ADY FOR QUESTIONS—This board of experts, prepared to answer questions —tinsmerat tag tiinyeer 6 GOLD 
pout plans and progress of the American Newspaper Advertising Network, coopers tegprcsedaieel 
lowing the group's recent Chicago presentation, are, left to right: Oliver M. z 
esbrey, midwestern sales manager; Edward D. Madden, executive vice-presi- 
nt of the net; Marion Harper Sr., ANAN's research counsel, and C. E. 
McKittrick, Chicago Tribune. 
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— KINI REVIEW—Managing Editor Andrew Kramer, of Power Plant Engi- 
}, talked in New York, recently, about his experience as press correspond- 
the Bikini bomb tests. Among his listeners were, left to right: Kingsley 


Rie, president of Power Plant Engineering; James H. Bell, assistant vice- SELLING IS BACK—The “special offer" and the premium have returned to the advertising scene, as these newspaper ad 
tsicent in charge of advertising, and Frank Page, director of public relations clippings, picked at random, indicate. As merchandise shortages ease, ads and offers like these are sure to become in- 
' Foster Wheeler Corp., and Luis Gibson, of George H. Gibson Co. creasingly common. 
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ANA Will Hold 
Point-of-Sale 
Meeting Dec. 5 


New YorK—The Association of 
hold a| 
special half-day meeting an point- 
of-sale advertising and merchan- 
dising at the Waldorf-Astoria here 


National Advertisers will 


Dec. 5. 


Speakers will 


R. H. Macy & Co.; 


motion director, 
Corporation; 


| membership meetings held eral 


be William H. 
Howard, executive vice-president, | 
Ralph L. God- 
frey, assistant merchandising di- 
rector, Revlon Products Corpora- 
tion; Chester Thompson, sales pro- 
Calvert Distillers 
Lloyd Bernegger, 


paveeeels Sawant 
pd 


ST. JOSEPH NEWS-PRESS 
St. Joseph Onzette 


Advertising Age, December 2, 


| ation Corporation, $718,002, 


general sales manager, Whitehall | 
Boeing Aircraft, $593,201. 


Pharmacal Company, and J. Gil- 


200 Firms Began 


‘tiles, home furnishings, jewelry, 
drugs and life insurance. 

The handbook, described as “a 
logical outgrowth from ‘M. A. 
Briefs,” 32 issues of which have 
| been issued thus far to the sales- 
i|men; presents in chart form the 
|growth of advertising in magazines 
since 1915, including the first half 
‘of 1946 when magazine volume 
/rose to nearly double that of net- 
work radio; magazine “experi- 
ences” of 59 major advertisers; 
circulation expansion, and market 
information. 

Magazine advertising revenues 


This will be the first of a series | 
lof ANA special subject meetings | 
'on current problems, to —e;) 
ment the association’s two general 


Campaigns in War 


New YorK—More than 200 “new | 
| vest, advertisers,” who did not use mag- 
azines in 1939, spent $50,000 or 

(CFAC Plans Yule Party = more each in this medium in 1945, 
The Chicago Federated Adver- for a total of $34,319,317, Magazine 
tising Club’s annual Christmas | Advertising Bureau points out in} 
benefit party for the Off-the-|a loose-leaf “M. A. Briefs Hand- 
Street Club will be held Thurs- | book” just issued to the 1,100 space 
day noon, Dec. 19, in the Grand salesmen of its member magazines. 
Ballroom of the Stevens Hotel,| Of these 72 spent more than 
Chicago. Kenneth Craig of Mc-/§1099,000 last year and 131 between 


Cann-Erickson is general chair~| 59 000 and $100,000. 


and | 


The list covers a wide range of | 


bert Baird, sales promotion man- 
|ager, electric appliance division of industries and businesses, from | 
Westinghouse Electric Corpora- M M home appliances and motor cars, 

tion. ajor agazine | foods, candy and beverages, to tex- 


> 


Wi ar 


Proud to Work at WALTIHL AM 


UNION PATS WALTHAM—The 2.500 


man of the committee directing : for the first nine months of 1946 
the party. The largest of the magazine |are estimated at $264,400,000, as | 

anna “war babies” was Continental Dis- | .ompared with $212,100,000 in the | 
Gent Joins McKim tilling, with $1,167,172 in this | parallel period of 1945. In the first | 
| w. P.. Gent,: recently released medium in 1945, followed by Can |half: of 1946 average circulatioris 
Manufacturers Institute, $886,766; 


b d | 
a oe ee ee MeKim Ad- | American Meat Institute, $869,104; 


|Seven-Up Company, $833,350; Avi- 


laccount executive of 
first half of 1945. 


vertising, Toronto. é 


CONCENTRATE 
ON PARENTS 


“PARENTS' MAGAZINE and only Parents’ Magazine 
concentrates all its readership in the families- 
with-children market -= the market that buys 

the most food, 
the most home furnishings. 
a million families with more than 2,000,000 
children read PARENTS' 


52 VANDERBILT AVE. NEWYORK 17 © BOSTON + CHICAGO + ATLANTA + SAN FRANCISCO 


the most clothes, the most drugs, 
Remember, more than 


The PARENTS’ SEAL 
inspires confidence 
and increases sales! 


PARENTS sacszne 


COMMENDED 
PARENTS 


MAGATING 


MAGAZINE every month! 


of ABC magazines were 154,900;- | 
000, as against 147,800,000 in the) 


members of the Waltham Watch Work. 
ers' Union, affiliated with the American 
Watch Workers’ Union, authorized. 


paid for and unanimously approved thig 


full page in the Nov. 18 Waltham 

News-Tribune (AA, Nov. 25). The 9% 

year-old company, located in Waltham 

Mass., has had only one strike, abou 
23 years ago. 


1946 


Federal Drops 2: 
Adds Navy Unit 


New YorK—Fedeéra}? Advertisin 
Agency this week Yesigned Dor 
|othy Gray cosmetics and’ America 
Thread Company, and added th 
|Navy material redistribution an 
| disposal account. 

Dorothy Gray, a _ division 
Lehn & Fink, was resigned imme 
diately. The account has 
estimated at $400,000 in 
The company does not expect t 
mame a new agency until ear! 
December. 

American Thread Company, 
small account which has been j 
the Federal stable for about a ye 
and a half, will be dropped Jan. 
This account has been estimat 
at $50,000 in billings. 

In adding the Navy surplus a 
Preah Federal joined the sizab 
jherd of agencies now engaged i 
helping Uncle Sam get rid of h 
| wartime acquisitions. The amou! 
|of the Navy’s account will be d¢ 
pendent on the number of shit 
consigned to the scrap heap. T! 
first copy placed by Federal w 
an advertisement asking bidde 


_ 


\for the old U. S. S. Oklahom@,. 


|slated for scrap after being rais¢ 
from the docks at Pearl Harbor. 


Appoints McClosky 


Philip McClosky, formerly he 
of the public relations departme 
of McCann-Erickson, Minneapol 
has been appointed advertisin 
public relations director of M 
Connell Airline Hostess Scho 
Minneapolis. Brownson Compal 
Minneapolis, has been named | 
direct the 
school. 


| Names Schleicher Editor 


William F. Schleicher has be 
appointed editor-in-chief of M 
chine Tool Blue Book, busin 
|paper of the metalworking ind 
| try published by Hitchcock Pu 
| lishing Company, Chicago. 


WHDH Appoints Stecle 


Ted Steele, director of h 
and other top rated shows 
major networks, has _ bee 
pointed program director o! 5 
tion WHDH, Boston, owne 4 
cperated by the Herald-Trvve! 
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Airosol Launches 
Drive for Sterel, 
Germicide Spray 


NEODOSHA, KAN.—Airosol, Inc., 
maker of the Airosol insecticide, 
has begun a campaign to introduce 
Sterel, a powerful new liquid 
germicide, in major markets in the 
Southwest and east of the Missis- 
sippi. 

The company’s Airosol national 
sales division in St. Louis is using 
70 newspapers in 10 states to pro- 
mote Sterel. Distribution and ad- 
vertising will expand soon to about 


10 more states, including at least 


one western state. 

Opening large-space ads iden- 
tify Sterel as a ‘revolutionary new 
way to use double-action germicide 
for air and surfaces” and as hav- 
ing “300 times the germ-killing 
power of carbolic acid” but with- 
out danger to home users. It is 
sold in a white container with a 
valve spray for household or hos- 
pital use. Distribution is largely 
through drug, grocery and other 
wholesalers. 

The product was developed by 
the Midwest Research Institute for 
Airosol. 

Copy asserts that the “germicide 
reduces the danger of infection 
from bacteria, fungi and viruses in 
the air and on surfaces ... in sick- 
room, nursery, kitchen 
where. Safe and quick to use.” 

R. J. Potts-Calkins & Holden, 
Kansas City, Mo., handles the ac- 
count. 


|Chicago Typos 
jto Vote Sunday 
on $2.04 Offer 


CuicaGo—The Franklin Associa- 
‘gion, for commercial printing com- 
‘Mpanies here, has made a final offer 


‘Hof $2.04 an hour to members of 
or 1 


Chicago Typographical Union 
“@Local 16 and the union will vote 


be C@ito accept or reject it Dec. 1. 


f shit 


p. 


Union officials told AA they will 
recommend rejection of the offer. 


‘al W@i The employers also offered an 
ce alternative of $2.01% an hour plus 
rhom 


3 also year. Union officials have been ee ee they ee |former contract and management’s 
arbor. Biomandi - 54y% |e hali-nour Day program, Nan~ | jast best offer, while the papers’ 
eee yay potion. at dled by Ted Bates, will move sake | nenenmianirns felt aiuelintieoa | 
| 611 a 1 e presen the new spot on Christmas day. |should begin without commit- 
pata. | Already pulling a 15.0 Hooper-| ments on either side. Meantime, 


an additional three paid holidays 


Jy heqy At one time in the negotiations, 
artme™lVoodruff Randolph, ITU  presi- 
veapol@Ment, indicated the union might 
orusingettle for $2.21 an hour, however 
of MBAA, Oct. 14). Mr. Randolph is 
os pan ere handling negotiations for the 
a pe cal. The association’s best offer 
of tgpelore this week had been $2 an 


ditorMonroe Named A.M. 
as be bt Liebmann Brewery 
‘ nag Charles Allison Monroe, for 
qua’ny years with J. Walter 
A pugeempson Company, New York, | 
in account representative be- 
: re entering the Navy, has been 
Ppointed advertising manager of 
teel eomann Breweries, Inc., Brook- 
h n 
,0ws @ eileen White will continue as 
ec) agfector of internal personnel re- 
of Sons and as purchasing agent 
me lL the advertising department. 
Tr lred Grau, merchandising man- 
a er, will be in charge of place- 
ent of display material in co- 
dination with the sales depart- 
nt. Philip Liebmann is vice- 
dent and director of adver- 
and public relations. 
5 


VE 
Ut 
Al 


lour. The contract expired Oct. 4. | 


weciz to Form Company 
K. Katz has resigned as vice- 
ent and sales manager of 
te Compacts, Inc., and Herb 
Shop Ltd., New York, effec- 
ec. 30, to form a company to 
te and distribute “new and 
1 established products” 
h retail channels. Before 
Volupte three years ago, 
.atz was sales manager of 
é Rubinstein, Inc., New York. 


€ 
L/ 
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Last Minute News Flashes 
‘Horace Cleveland Named Mathes V.P. 


| New York — Horace G. Cleveland, with J. M. Mathes, Inc., since 
1937, has been elected a vice-president. 
| eounts in the textile, home furnishings and apparel fields. 


Corporation, Hart Shaffner & Marx, Rogers Peet, Brooks Brothers, 


paigns. 


Pyequick Tests Exceed Expectations 

MINNEAPOLIS—General Mills’ apple Pyequick, new product which 
includes both crust and filling for apple pie (AA, Nov. 11), is now be- 
ing distributed in Buffalo and St. Louis, where results of the test 
have been so good that distribution to other markets has been tem- 
porarily held up until production facilities can be enlarged. 


Crowell-Collier Dailies’ Network 
Promotes Winger; Picks Hal Stretch 
Beck Is Chairman as New President 


H. Beck, New York — Harold A. Stretch, 


New YorK—Thomas 


He will be in charge of ac- | 
Formerly | 
advertising manager of Cheney Brothers, New York, Mr. Cleveland | 
has serviced, among others, Mohawk Carpet Mills, Burlington Mills | 


Puritan Knitting Mills, Wallach Brothers and several textile cam- | 


|president of Crowell-Collier Pub- 
| lishing Company, has been elected 
|chairman of the board, succeeding 


advertising director of the Phila- 
delphia Inquirer, has been elected 
president of American Newspaper 


and else-| 


| Joseph P. Knapp, founder of the 
| company, who has resigned from 
‘the position because of ill health. 
|Mr. Knapp will, however, continue 
as a member of the board. He is 
| the principal stockholder. 
| Albert E. Winger, executive 
' vice-president and treasurer, has 
been elected president. C. F. Nor- 
worthy has been named treasurer. 
The company has not yet named 
an executive vice-president to take 
over that part of Mr. Winger’s 
duties. 
Mr. Winger formerly was presi- 
dent of American Lithograph Cor- 
poration, controlled by Mr. Knapp. | 
He is vice-president of the Na- 
tional Publishers Association and 
chairman of its committee of eco- 
nomic stabilization and a founder 
and director of the Advertising| Camden Parley Fails 


| Council. in Guild Strike 


| A meeting in the Camden, N. J., 


Colgate’s Dennis Day mayor’s office early last week be- 
tween _ representatives of the 


Gets Choice NBC Spot | Newspaper Guild and J. David 


_The 8 p.m. EST Wednesday | Stern’s Philadelphia Record and 
time on NBC, which is being va-| Camden Courier-Post failed to 
cated Dec. 18 by Andrew Jergens’ | establish even a basis for negotia- 
| “Mr. and Mrs. North” (AA, Nov.|tions in the strike called Nov. 7 
|18) and reportedly has been|py 577 guild-member employes of 
|sought by a score of sponsors, has | the papers (AA, Nov. 18). 

been awarded to Colgate - Palm- | 
Day 


Advertising Network, Inc., suc- 
ceeding the late Harold B. Sher- 
wood of the New York News. 

The network stockholders also 
elected three directors: F. M. 
Flynn, recently appointed general 
manager of the New York News; 
Emil A. Hartford, Los Angeles 
Times, and Edward D. Madden, 
executive vice-president and gen- 
eral manager of ANAN. 

Mr. Stretch worked closely with 
Mr. Sherwood in launching the 
network. He is president of the 
First Three Markets group, a for- 
mer advertising director of the 
Detroit Times, and for 14 years 
| held key executive posts with the 
Hearst newspaper organization. 


olive-Peet’s Dennis show. | negotiations on the basis of the 


ating, the Day show is expected | supervisory employes are continu- 


to garner an even better standing | ing to get out all regular editions 


in its new time, which slots it be- 
itween H. V. Kaltenborn and “The | 
Great Gildersleeve,”’ the latter a ; 

Hooper top 15 show. WLIB Appoints Agent, 
| eer Alters Rate Card 


Joins Contractors’ Group WLIB, the New York Post’s non- 


of the struck papers. 


Al Goldsmith, formerly with|network station, has appointed 
Treasury Department's war Adam J. Young Jr., Inc., as its 
finance division, has joined the|national advertising representa- 

tive. 


public relations staff of the As-| 
‘sociated General Contractors of| Simultaneously the station an- 
‘America, Washington. Recently | nounced a new rate card, effective 
|he conducted the advertising and | Dec. 1, patterned on the format 
|publicity campaign sponsored by | recently recommended by the Na- 
the National Retail Dry Goods As- | tional Association of Broadcasters. 
‘sociation in support of the famine | Adjustments in the rate card make 
emergency committee. WLIB “the best radio medium on 


a a cost-per-listener basis in New 
York City,” claims Jackson Leigh- 
Form McDonnell Co. 
Peter McDonnell 


|ter, station president. 
and Etta ——_____— 
Loughran have resigned from Ab- . . 
bott Kimball Company, New York, ‘Prints Appliance Manual 
The American Washer & Ironer 
Manufacturers’ Association, Chi- 


to form the public relations firm | 
of Peter McDonnell, Inc., of that 


city. The Kimball company will| cago, has prepared a manual, en- 
retain the new firm for special|titled “Simple Ways to Better 
work. Mr. McDonnell is presi-|Cleanliness,’ for school instruc- 
‘dent and Miss Loughran vice-|tion in the proper use of the 
president of the new company,’ household washer, dryer and 
which will be located at 350 Fifth |ironer. The manual will be given 
| Ave. free to any teacher requesting 


—__—_—__—— them and supplying necessary in- 
formation as to whether the school 
is outfitted with the various 
laundering appliances 


a Name Klingensmith ese 
nome 

H. M. Klingensmith Company, 

|Canton, O., has been appointed to 

lhandle the advertising for Ken- 

mar Mfg. Company, East Palestine, 


Gray Resigns Two 


O., furniture maker; Campro Com- Russell T. Gray, Inc., Chicago 
|pany, Cambridge, O., manufac-| industrial agency, has resigned 


turer of plastic moulded products, | the accounts of Natural Gas Odor- 


and Cordelia China Company, izing Company, Baton Rouge, La., 
Dalton, O., producer of china|and Lester B. Knight & Associates, 
figurines. i Chicago. 


Guild spokesmen sought to open 


AFRA-Network 
Talks Drag On; 
Strike Fear Eases 


New YorK—The Afra _ talent 

strike threat against the four 

€ @,.* |major radio networks was still in 
Cand & the wind this week, but as negotia- 


ee’ tions between the American Fed- 
eration of Radio Artists and net- 
work representatives dragged on, 
‘tension in radio circles was eased 
noticeably by a growing feeling 
that the strike probably could and 
would be averted. 

Both sides, it was felt, had too 
much to lose and would strive 
their utmost to reach a compro- 
mise. 

Still, there were many disputed 


NO SECRET NOW—Standard Milling 
Co., Chicago, in a new series in news- 
papers, sells flour to the housewife by 
trying to prove that her husband is 
"starving for baked things. Shaw- 
| LeVally, Inc., is the agency. 


-“11* 
M points yet to be settled. As talks 
Standard illing between the union and network 
"I officials approached the Thanks- 
Starts National giving holiday, it was reported 


that 30 out of 37 points in the pro- 
Copy for Flour posed new Afra contract remained 
Cuicaco—In its. first national | unsettled. 
advertising since this former Best 
Foods subsidiary became an inde- 
pendent corporation last March, Compromises were said to have 
Standard Milling Company has been attained for settlement of two 
launched a newspaper campaign major issues—the “unfair station” 
‘in major markets promoting its or secondary boycott (AA, Nov. 
all-purpose flour. 25) and the regional contract pro- 
Ads featuring illustrations by posal. The networks, at first flatly 
cartoonist William Steig are sched- opposed even to discussing the “un- 
uled to appear weekly, in 1,200 or fair station” issue, agreed to talk 


Settle Major Issues 


450-line size, until the end of the about it—but no agreement was 
normal flour-buying season next reported. On the regional contract 
May 1. Standard Milling packages proposal, Afra spokesmen, orig- 


its flour nationally under three jnally holding out for one national 
brand names—Ceresota, Heckers’ contract, reportedly agreed to 
and Aristos. three contracts, one for commer- 

P. L. O. Smith, Standard Mill-| cial shows nationally, one for Chi- 
_ing’s vice-president in charge of | cago and one for the West Coast. 
grocery product sales, said a new! Little of an official nature came 
copy slant was adopted after a/| out of the closed-door conferences, 
poll among men revealed that| which were being held either at 
most of them were cookie, cake|NBC’s Rockefeller Center head- 
and bread-hungry. “We feel that) quarters or at CBS’s Madison Ave. 
the device of using the men to) offices. Both sides seemed to be 
help us Sell their wives on baking! guarding against issuing any state- 
more pastries, and hence buying | ments until real progress could be 
|more flour, will add a new sales| reported. 
|impetus to our flour marketing,” | 

CBS Signs Guild Pact 


jhe said. 
Featured in each ad in the series Meanwhile, developments on the 
radio-labor front included: 


is a “Father’s Favorite Recipe,” 
| designed to relieve “hubby’s hun-| Signing of a two-year contract, 
ger and earn a double allowance effective Dec. 1, between CBS and 
for the lady of the house.” These the CIO Radio Guild. 
recipes will then be offered as Formation of a New York Coun- 
cartoon counter cards to enlist the | cil of Radio Unions, representing 
cooperation of retailers, Afra, the Directors Guild, Radio 
Shaw-LeVally, Inc., Chicago | Writers Guild, International Broth- 
|agency, was named last August erhood of Electrical Workers and 
to handle advertising of the Stand-| National Association of Broadcast 
ard Milling products. Engineers. Similar councils have 
been formed in Chicago, Los An- 
geles and San Francisco. 


‘Christmas Club Slates | 


CBS’s contract with the Radio 
One-Shot on Mutual Guild represents a compromise 
To get people thinking about | under which the union relin- 


starting now to put away money quished its demand for a union 
for next year’s Christmas ex-/| shop and the network guaranteed 
penses, the Christmas Club Cor-| maintenance of the present pro- 
poration of New York will spon- | portionate union membership. The 
sor a 15-minute, one-shot pro- | contract calls for salary increases 
gram on the full Mutual network of 221%4« lees earlier c P_ys., 
Dec. 4 at 7:30 p.m., EST. 2/0; 58s earlier cost-of-liv- 
The program will bring Lowell | /8 raises of about 12% given vol- 
Thomas, NBC and CBS news com- | UNtarily by CBS last Sept. 1. 
mentator, before Mutual’s micro- —— 
phones as star performer. Brooke, | 7 
Smith, French & Dorrance placed Agency Adds Two 
the show. _Superfilm Distributing Corpora- 
tion and All-Continents Travel, 
Inc., New York, have appointed 
Bermingham, Castleman & Pierce 
of that city to handle forthcoming 
magazine and newspaper advertis- 


‘Mail Pouch Switches 
from ABC to Mutual 


The Mail Pouch Tobacco Com- ing. Superfilm will also use radio. 
pany, Wheeling, W. Va., will|Copy for this firm will promote 
switch its half-hour “Fishing and | Continental motion pictures to be 
Hunting Club of the Air’ from) presented throughout the country 
the ABC network to Mutual start- beginning with “Carmen.” 
ing Dec. 23 

Aired through Walker & Down- 
ing, Pittsburgh, the program pres- Opens Seattle Branch 
ently is heard Wednesdays at 8:30 Dow - Jones, In publisher of 
p.m., EST. Its time on Mutual|the Wall Street Journal, ha 
will be Mondays at 10 p.m. EST. | opened office at 621 Skinne 

ae building, Seattle. Laurence Hart- 
Turn Joins Station KECA mus, formerly with the San Fran- 


cisco office, has been named man- 

Agnes Turn, formerly with Sta-|ager. Victor C. Howard. forme 
tion WTHT, Hartford, has joined | advertising manager of the Seattle 
the sales department of Station| Shopping News i id 
KECA, Hollywood. manager. 
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The inspiring story of the general who knew that the ultimate 
triumph, in battle as in life, reflects the will of God 


ECEMBER 19, 1944. The fiery leader who 
was about tosend his tired, rain-soaked troops 
against a conquering German army in the desper- 
ate Battle of the Bulge. bowed his head and prayed. 


For, as one of the Chaplains of the Third Army 
said so well: “General Patton believed in prayer 
because he had faith in God and because he was 
deeply conscious of his own and other men’s 
limitations.” 


The stirring story of this gallant general's faith 
in the power of prayer inspired millions of readers 
of The American H eekly. 


Editorial leadership and the 12 interests 


Faith is only one of the 12 basic human interests 
that influence people. Lpon these interests, so 
deep-seated in all of us. one of the most successful 
editorial policies in America has been built. 


It is a policy that cuts across all class lines. It 
appeals to everyone, regardless of income, educa- 
tion or social standards. It is the editorial policy 
of The American W eekly. 


People everywhere are caught and held by the 
vital stories in this great magazine. These stories. 
every one of them, are true... illustrated for broad 
appeal... and even the most technical written so 
that everyone can read and understand. 


Words and pictures so powerfully presented 
wield an influence that reaches into many lives. 
A series of 4 articles, for example, described how 
some cities solved the juvenile delinquency prob- 
lem of “wayward girls” by setting up “Youth 
Centers.” Those articles helped in the new move- 
ment in which churches, women’s clubs, teachers 
and parents united to set up local “Youth Cen- 
ters” from Maine to California. 


Weekly habit in 8,804,000 homes 


It is no wonder, then, that The American Weekly 


reaches one out of every four American families 
every week, For advertisers, this great magazine 
provides effective coverage in more communities 
of every size than any other publication ever de- 
livered into American homes. It carries the adver- 
tiser’s message at a lower cost per thousand than 
any other leading weekly publication. 


€z. Cock-a-Doodle-Do 


The November 10, 1946 issue of 
The American Weekly was the larg- 
est in volume ofadvertising revenue 
in its 50-year history. It follows two previous 
record-breaking issues in 1946—one in March 
and ihe second in May. 


Typical articles in The American Weekly 


designed to satisfy the 
12 BASIC HUMAN INTERESTS 


ACHIEVEMENT: . . . Magician in Chemistry .... . 
CULTURE: . . . Those Extraordinary Bounders on Olympus 
FAITH: . . . My Faith—by Kirtley F. Mather, SC.D., Ph.D. 
HEALTH: . . . Ironic Quest of Youth—by Morris Fishbein 
HEROISM:. . 
MYSTERY: . . 
RECREATION: . . . Hunches of the Horseplayers .. . 
ROMANCE: . . . The Lady and the Gypsy ...... 
SCIENCE: ... 
SECURITY: . . 
SELF-IMPROVEMENT: . . 
TRAGEDY: 


. Dignity of Labor—Railroad Men... . 


Five Inches of Water .. . 


RIG TR ak 

. Swindler’s Harvest 

. The Hard Way . 

Tragic Shadow of the Hope Diamond. . 
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